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KPRC-TV 


Channel 2 * Houston 
Jack Harris, Vice President and General Manager 
Represented Nationally by Edward Petry & Co. 
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TOP QUALITY, TOO! 
In a survey of 57 largest cities 
OIL RICH TULSA RANKS® 


in consumer spendable income 


“WP per family ($6,666). 


in percent increase in retail 


“W®# sales since 1948. 


in percent increase in 


“# population since 1950. 


*Source: SRDS Consumer Markets 


FIVE YEAR LEAD IN VIEWING HABITS 
OVER ANY OTHER STATION IN EASTERN OKLAHOMA 


Represented By 
ee ey, & Came. 


BASIC CBS 
AFFILIATE 
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NEW! 


To simplify your build-up to full-scale color operation 
RCA television engineers have developed new color 
equipments which are available now. Among them are: 


NEW 3V Color TV Film Camera 


New 38V Color TV Film Camera requires less than half 
the auxiliary equipment and cabinet racks needed by 
other types of color film systems. 


NEW Improved Live Camera Chain 


RCA’s improved Color Camera Chain, the TK-41, 
reduces auxiliary camera equipment to 1 racks. 





A new processing amplifier used with both the 3V and 
Studio Color Cameras combines all signal processing 
functions in a single chassis. 


More than 100 TV stations have already installed RCA 
color equipment and these are the steps they are using 
as they swing to color, or expand their present color 
facilities. Many of these stations are already program- 
ming local color on regular schedules. 


For help in planning color, start right. Talk to your 
RCA Broadcast Sales Representative. In Canada, write 
RCA VICTOR Company Limited, Montreal. 


RCA Pioneered and Developed Compatible Color Television 
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now in production! 






ROG RAMS 


OR P 
ORIGINATING LIVE COL eee piege 1 ad 2 
ment needed for the ee? m from four differ- 


Additional equip a . (1) network, @) 


NEW .. . Catalog on Color Equipment for Television contains a complete 
explanation of these three steps, describes and illustrates all the 

latest RCA color equipments. The only book of its kind—it’s ready now. 
Ask your RCA Broadcast Sales Representative for a copy. 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DIVISION CAMDEN, N. J. 
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Facts and Figures on WIBW.TV's Market 
That You Won't Find Elsewhere'!* 


CSI per household — $5,726. Total 


le Consumer spendable income—$2.8 billion. 
retail sales—$1.85 billion. AA TV homes — 449,358. Retail sales per household — 


$3,755. Food sales—$376 million. Te Drug sales—$79 million. Gen. mer.—$277 


million. Gs V7 Eat & drink—$115 million. Apparel store sales—$94 million. Home 
furn. sales—$88 million. Aa Filling station sales—$120 million. Automotive store sales 


— $364 million. Building material, hdwe. sales—$154 million. Liss Gross farm in- 


come—$385 million. Gross income per farm—$7,192. &’ Farm livestock income— 


$238 million. Crops income—$123 million. ‘Total farms—53,605. 


WIBW-TV IS THE PREFERRED STATION FOR 
NEWS —SPORTS —WEATHER-— FARM SERVICE! 


News, Sports, Weather, Farm _ service — the with all facts and figures is waiting for you. Call 


TopekAREA Audience prefers to view them on 
WIBW-TV! This was proved by the Whan TV 
Study of the TopekAREA—a personalized depth 


study of the viewing habits of this region, made 


your Capper man or Topeka. 

Throughout the small towns and farms that make 
up TopekAREA, WIBW-TV is the first viewing 
choice! (Whan Study) We now deliver 156,630+ 


during Jan.-Feb. 1955 by F. L. Whan of Kansas homes . . . 73° saturation . . . in a $1,300,000,000 
State College. A free copy of this valuable survey market. 
Consumer Markets — 1955 
74/1 . . excluding urbanized Kansas City and St. Joseph, Mo. 
CBS TOPEKA, KANSAS 
DU MONT Ben Ludy, Gen. Mgr. 
ABC WIBW & WIBW-TV in Topeka 








The Kansas View Point 


KCKN in Kansas City 








TELEVISION AGE is published monthly by the Television Editorial Corp. Editorial, advertising and circulation offices: 444 Madison Ave., 
New York 22, N. Y. PLaza 1-1122. Printing Office: 229 West 28th St., New York, N. Y. Single copy: 50 cents. Yearly subscription in the 
U. S. and possessions: $5; in Canada and Mexico $6 a year; elsewhere $10 a year. Vol. II No. 12. Accepted as Controlled Circulation 
Publication at New York, N. Y. 








Letter from the Publisher 


The Picture Changes 


An analysis of our timebuyer list which starts on p 
the dramatic changes which have taken place in that field in the past few 


age 67 reveals some of 


years. 
First is the increase in sheer numbers. In 24 months, the number of buyers 
has jumped approximately 20 per cent—in New York the increase is actly 
higher. The number of Madison Avenue buyers has expanded from 262 
to 339. 

Where are the new buyers coming from? Mostly from within the ranks of 
the agencies where young apprentices have been moved into the media depart- 
ments and the “old hands” have been raised to supervisory and account posi- 
tions. This, incidentally, has depressed the average salary of buyers some- 


what, since the newcomers are getting less money than the senior personnel. 


Expansion at the Top Agencies 

If you study the top agencies, you see another view of the expansion of the 
buying end of the business. For example, Young & Rubicam has increased 
over the past few years from 6 buyers to 42; J. Walter Thompson from 3 to 
21; Benton & Bowles from 4 to 22. This is a far cry from the conditions in 
the days when the Reggie Schuebels, the Beth Blacks and the Linnea Nelsons 


were running highly geared, but tightly compact buying departments. 


Breakdown for New York 


A sidelight breakdown of the New York groups reveals that of the 339 
key active buyers, exactly one-third, or 113, are women and 226, men. This 
brings up the ancient debate topic: “Are women discriminated against in 
timebuying jobs?” (Linnea Nelson has some interesting comments on the 
subject. See Spot Report, page 101.) Parenthetically—and with no intention 
of fanning the controversy—we might just observe that there are more wom- 
en percentage-wise in timebuying than in any other department among the 


agencies. 


Task for an Expert 


And a timebuying job—if it is to be done properly—trequires a great deal 
more skill and knowledge than many agency executives are aware of or are 
willing to admit. It calls for an integrated knowledge of markets, engineering 
and station operation. It demands a first-hand familiarity with station man- 
agement to effectively achieve clearances of both network and spot time. In 
general—and in the light of the growing complexity of the work—timebuyers 
deserve a lot more status and recognition than they have yet achieved in the 
agencies. Actually, it wouldn’t hurt the client one bit to take a careful look 
at the media department from time to time to see how his money is being 
spent and to observe the proficiency of those who are spending it. Maybe then 
the timebuyer would come into his proper recognition as the indispensable 


infantry of any advertising campaign. 


Cordially, 


9. Haul 












HAVE YOU USED 


the $5% billion 
winner—Channel 8 
Mighty Market Place? 







‘TV 





LANCASTER, PENNA. 


NBC. 


SBR -pielele) 
WATTS 


CBS -DuMont 


The TV market every- 
body's talking about 
—where more than 3 
million prospects for 
your product have an 
effective buying in- 
come ot $5% billion. 
Buy WGAL-TV. 


Channel 8 Mighty Market Place 


Harrisburg 
York 
Hanover 


Gettysburg 


Chambersburg 


Waynesboro 
Frederick 
Westminster 
Carlisle 
Sunbury 
Martinsburg 


Reading 
Lebanon 
Pottsville 
Hazleton 
Shamokin 
Mount Carmel 
Bloomsburg 
Lewisburg 
Lewistown 
Lock Haven 
Hagerstown 


STEINMAN STATION 
Clair McCollough, Pres. 


Representatives: 


MEEKER TY, Inc. 


New York 
los Angeles 


Chicago 
San Francisco 
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emember that cool pond of brownish water flecked with leaves...the 
battered old diving board...the fun you had there? The swimmin’ hole 
is an American tradition ...a memory we all cherish...a memory of our 
childhood...a tie to the home place. 
Just as that memory is a tie to the home place so is our habit of loyalty 
to local TV programs...our faithful viewing of people and programs we 
feel we know. To advertise on a local TV program is not only a sound 
custom .. . it’s extremely good business. 
Edward Petry & Co., Inc. 
NEW YORK - CHICAGO - LOS ANGELES - DETROIT - ST. LOUIS - SAN FRANCISCO - ATLANTA 








WSB-TV...... Atlanta 
WBAL-TV. . . Baltimore 
. Dallas 


KPRC-TV..... Houston 
*WHTN-TV. . Huntington 


WJIIM-TV Lansing 


KARK.-TV. . . Little Rock 
KABC-TV. . Los Angeles 

Milwaukee 
KSTP-TV. .Mpls-St.Paul 
WSM-TV.... Nashville 
WATV...... New York 
WTAR-TV..... Norfolk 


WTVH-TV...... Peoria 


ABC Pacific Television Regional Network 


WENS..... Pittsburgh 
KCRA-TV . . Sacramento 
WOAI-TV. . San Antonio 
KFMB-TV... San Diego 
KGO-TV..San Francisco 
*KTBS-TV . . Shreveport 
KREM-TV.... Spokane 


KEDD........ Wichita 


*On air—Sept., 1955 


** Petry representation effective September | 
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AMERICAN RESEARCH BUREAU 
FEBRUARY, 1955 REPORT 
GRAND RAPIDS — KALAMAZOO 














Number of Quarter Hours With 
Higher Rating 
MONDAY THRU FRIDAY WKZO-TV Station B 
7 am. — 5 p.m. 144 56 
5 p.m. — 11 p.m. 83 37 
SATURDAY & SUNDAY 
10 a.m. — 11 p.m. 80 24 

















Nore: Survey based on sampling in the following propor- 
tions — Grand Rapids (45%), Kalamazoo (19%), 
Battle Creek (19%), Muskegon (17%). 


She Felyer Halions 


WKZO — KALAMAZOO 

WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN-TV — LINCOLN, NEBRASKA 


Associated with 
WMBD — PEORIA, ILLINOIS 





YOU MIGHT CATCH A 2372-LB. SHARK*— 
ae 


WKZ0-T 


*4. Dean caught a 15’ man-cater weighing this much at Streaky Bay, Australia, in January, 1953. 





YOU NEED WKZO-TV 
TO LAND SALES 
IN WESTERN MICHIGAN! 


The February, 1955 American Research Bureau Report 
for Grand Rapids-Kalamazoo shows that WKZO-TV is 
the top-audience TV station in Grand Rapids and 
Battle Creek, as well as in Kalamazoo. 

WKZO.-TV is the Official Basic CBS Television Out- 
let for this area. With 100,000 watts on Channel 3, 
WKZO-TV delivers a brilliant picture to one of 
America’s “top 25” television markets — over half a 
million TV homes in 29 Western Michigan and North- 
ern Indiana counties ! 

Let Avery-Knodel give you the whole WKZO-TV 
story. 


100,000 WATTS, CHANNEL 3, 1000’ TOWER 







KALAMAZOO — GRAND RAPIDS 


Avery-Knodel, Inc., Exclusive National Representatives 
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and K3/KOGERS 
first run films on... 


TRAILTIME !” 


Gene Autry and Roy Rogers full-length feature 
films, (the best Westerns ever made) are 

being shown for the first time in this area on Tom 
Chase’s ever-popular “Trail Time” program! (/~ - 


“Trail Time”, long the number one rated local 
daytime show in the Omaha-Iowa area, 
can’t help be even better now! 


In the last “Hooper Roundup” . . . 
“Trail Time” drew a whopping 35.0 rating 
... the opposition—8.5! 


Let Tom Chase . . . Roy Rogers. . . and 

Gene Autry ride herd on your product and put 
it in an average of 108,500 homes 

reached daily by “Trail Time”! 





TOM CHASE 
Ranch Boss on “Trail Time.” 
another of WOW-TV’s proven 
“ON THE AIR SALESMEN” 


Contact Fred Ebener, Sales Manager, or your 
nearest Blair TV man for availabilities. 


Wl Ol W Lato 
Channel 6 
Max. Power e CBS ° NBC 


Affiliated with “Better Homes & Gardens” and “Successful Farming” Magazines 
A Meredith Station @ Frank P. Fogarty, Vice-Pres. & Gen. Mgr. 
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KANSAS CITY: KCMO Radio & KCMO-TV sc1ussme | 
SYRACUSE: WHEN Radio & WHEN-TV asa: tou | 
PHOENIX:  KPHO Radio & KPHO-TV ka: An 
OMAHA: WOW Radio & WOW-TV 255° 
Affiliated With Beller Homes and tag Magazines ~ 
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DEPARTMENTS 


7 Publisher’s Letter 


Report to the readers 


2 


_ 


Business Barometer 


Veasuring the trends 


27 Tele-scope 
W hat’s ahead behind the scenes 


29 Newsfront 
The way it happened 


53 Film Sales 


The month’s eontracts 





64 Readers Ask 


q Questions on print costs 


99 Spot Report 


Digest of national activity 





Television Age 


The first feature in a series 


46 HERE-GROWED MUSIC 


big-city sellers on television 


the secret of its commercials 


108 


111 


An exclusive, advertising-wide 
study of what’s coming this fall 


j 42 THE PRODUCT AND THE CONSUMER 


New York’s Lennen & Newell agency 


seeks “to relate them—correctly” 


44 THE BAKERY BUSINESS 


on product-group, tv successes 


Country-style programs prove 


48 COSTS DOWN, SALES UP 


A New England agency reveals 


7 TIMEBUYERS OF THE U. S. 


Roster of more than 2,000 buyers 
in agencies throughout the nation 


Network Schedule 
The July line-up 


Washington Memo 


Considering pay-as-you-see 


3 Wall Street Report 


The financial picture 


125 Set Count 


125 


132 


134 


Varket-by-market figures 


New Stations 


The openers’ openings 


In the Picture 


Portraits of people in the news 


In Camera 
The lighter side 


WJAR-TV 


channel 10 


PROVIDENCE... 


~ 





SELLS 
MERCHANDISE! 


Put your product before the BIG 
TV AUDIENCE in Southern New 
England through Channel 10, 
Providence. 


DOMINANT 10 


Providence, Rhode Island 
Represented by WEED TELEVISION 
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“Best darn salesman I’ve ever seen!”’ 


Frankly, you haven’t seen anything yet 
—not until you’ve seen how Mt. Wash- 
ington TV can sell! And ‘‘the moun- 
tain’’ actually covers the lion’s share of 
Maine, New Hampshire and Vermont at 
about half the cost of any other three 
TV stations in the area combined. 


Incidentally, during a recent 25- 
words-or-less contest to name a day- 
time woman’s program, 15,652 entries 
were received from 715 different cities 
and towns in Maine, New Hampshire, 
Vermont, Massachusetts, New York 
and the Province of Quebec. 


CBS-ABC Ww MT Ww Channel 8 
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John H. Norton - diae Pres. and General Manager REPRESENTED NATIONALLY BY HARRINGTON, RIGHTER & PARSONS, Inc. 







































































444 Madison Avenue, New York 22 


Compton 
We are very pleased with your art- 


icle (“Computing Compton,” TELE- 
VISION AGE, June 1955). 

Barton A. CUMMINGS 

President 

Compton Adv., Inc. 

New York City 


We feel you did a helluva good 
story — both from the point of view 
of the story as such and, incidentally, 
from the point of view of Compton. 

JosepH FirEeLp 
Compton Adv., Inc. 
New York City 


Financing Film 
. the piece (“How to finance 
film,” TELEVISION AGE, June 1955) ... 
is extremely well done and you un- 
deniably have the feel of it. You were 
ably aided by Mr. Gordon, who knows 
definitely what it is all about and you 
have been able to write that feel into 

the articles. 

Waiter E. HELLER 
Walter E. Heller & Co. 
Chicago 


. . the article on television film 
financing . . . will better acquaint the 
film producers and syndicators with 
the service rendered by our bank in the 
financing of television films. 

I should like to take this opportunity 
to congratulate you and your associates 
on the excellence and high calibre in 
which TELEVISION AGE is published in 
covering such a vast variety of subjects 
and features in a most informative and 
interesting style surrounded by imagin- 
ative layout and art work. 

Peter W. GEIGER 
Bank of America 


New York City 


Spot Report 
We appreciate your excellent re- 


ports on what national advertisers are 
doing. 

Guy Main 

Sales Manager 

wecia Champaign, Ill. 


. . . the monthly report is indeed 
a great thing. As a matter of fact, I 
would like to quote verbatim a memo 
which I received today from Mike 
Shapiro, our commercial manager. 
“The new service provided by Tv 
AGE is probably one of the most helpful 
summaries of spot business available 
in the industry. Their plans for a 
listing of 2,000 time buyers and ac- 
count execs, by itself, is worth a great 
deal. Through their service, it makes 
it very easy for us as a station te 
keep on top of spot activities, in co- 
operation with the Petry organiza- 
tion.” 
Rate W. Nimmons 
Manager 
wFaa-TV Dallas 


. extra services ... are pushing 

TELEVISION AGE far out in front in its 
field. 

Artuur H. McCoy 

John Blair & Co. 


New York City 


We here at CBS-TV Spot Sales watch 
these reports with great interest and 
feel that you are providing a valuable 
service which we hope will continue. 

CiarK B. GeorcE 
General Sales Manager 
CBS Television Spot Sales 
New York City 


Over the past months I have noted 
with interest your Spot Reports. In ad- 
dition, I’m looking forward to your 
July issue with the Fall Spot Outlook. 

Jack PETERSON 
Vice President 
George P. Hollingbery Co. 
New York City 


I find these Spot Reports very inter- 
esting and my congratulations to you 
and your staff on the fine job you are 
doing. 

Frank M. HEADLEY 
H-R Representatives, Inc. 


Your Spot Report is a very valuable 
crosscheck and frequently divulges 
information we might otherwise pass 
over. 

J. I. MYERSON 


New York City 
(Continued on page 17) 

















Finding those rich Southwestern 
Pennsylvania markets hard to sell? 
It's child’s play with WJAC-TV. 
Powerful WJAC-TV boxes in Johns- 
town, Pittsburgh, Altoona and ev- 
erything in between. Hooper rates 
WJAC-TV: © 


FIRST in Johnstown 


(a 2-station market) 
SECOND in Pittsburgh 
(a 3-station market) 
FIRST in Altoona 
(a 2-station market) 
You'll corner the market with the 
one buy that covers three. . . 








Ask your KATZ man for full details! 
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you can do 


better with SPOT— 


much better 





paying 
cable charges for 


your filmed 


when it comes to placing your 
television programs, remember 





you can do 





TV program? my oe Crn | 
‘ seal | oa 
ro Ee “ Livers | | better” with Spot... 
ax. 1 much better.” 
- . VK eA, % Free choice of markets. 
ny ¥ % No “must” stations or minimum 
group requirements. 
ledecaeniante AN VG |p | Ld | % Wholehearted station cooperation. 
% Better picture quality than kinescopes. 
: % Savings in time costs—enough to cover 


film prints, their distribution and other costs. 


Get the full details from your Katz representative. 


THE KATZ AGENCY, INC. National Advertising Representatives 
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477 MADISON AVENUE, NEW YORK 22, NEW YORK 
CHICAGO 

LOS ANGELES 

SAN FRANCISCO 

ATLANTA 

DALLAS 

KANSAS CITY 

DETROIT 















y CHRIS LYNCH 
Time Buyer 
Ted Bates, Inc. 
ae 


With the average family 
income figure at $7,321, 
| according to SM 1955, 
that’s 3rd in the country, 
WNHC-TV, is unique in 
the New England TV 
market. Converted to 
total purchasing power 
WNHC-TV is in the cen- 
ter of a 6 billion dollar 
market. These facts, and 
there are many more, 
are the reasons | choose 
WNHC-TV for 


every time. 


results 











Compare these facts! 


15 County Service Area 


Population 3,564,150 
Households 1,043,795 
TV Homes 934,448 














fe 











See Your KATZ Man 


Serving Hartford & New Haven creas 


‘Letters (Cont'd from page 15) 


More On Cats 

(Note: In June TELEVISION AGE published a 
letter from Robert Kendall of the American 
Feline Society Inc. to the Advertising Council 
in which he protested to the copy in an 
Advertising Council ad. Here is the Coun- 
cil’s answer to his letter.) 


Your letter of May 12 protesting 
our advertisement in TELEVISION AGE 
with the headline, “Did you smear it 
on the cat?” was read to our Board 
of Directors at its meeting on Thurs- 
day, May 19...the Board of Directors 
did not seem to feel that those of us 
'who approved the advertisement, al- 
|though not sharing the veneration for 
| the cat of the ancient Egyptians, were 
inspired by any anti-feline motives. 
It seems that “smear it on the cat” 
is advertising agency slang that is not 
intended to convey the idea that sub- 
stances should indeed be smeared on 
the cat any more than the expression 
“hot dog” advocates that the dog be 
subjected to an inordinate amount of 
“it’s 


/means that one advocates poisoning 


heat — or that for the birds” 
our little feathered friends. 

ALLAN M. WILsoN 

Acting President 

The Advertising Council 

New York City 


Valuable and Only Source 

| I would like to take this opportunity 
to thank you for the consistently in- 
teresting and high-quality articles in 
| TELEVISION AGE. 


|a faculty for gathering and publishing 


| information which is both valuable 





You seem to have 


|and for some reason, not obtainable 

elsewhere. Since we have recently had 

the pleasure of working with the 

Compton Agency, I particularly ap- 

preciated the article in your current 
issue. 

KONSTANTIN KALSER 

President 

Marathon Tv Newsreel 


New York City 


| Tops Among Desk-Crossers 
In my opinion, TELEVISION AGE has 


\always been tops among the trade 
journals constantly crossing my desk. 
| James W. Beacu 
Director 
ABC Television Network 
Central Division 

Chicago 





The FT. WAYNE 
STORY! 





2 GREAT 
NET WORKS 


SERVING 


1 GREAT 
MARKET 


WIN-T your station for complete 
coverage of the thriving 18-county 


TRI-STATE MARKET SUR- 
ROUNDING FORT WAYNE, 
INDIANA, Check these billion 


dollar market facts and figures: 
@ POPULATION 722,500 


@ HOUSEHOLDS 228,600 


@ CONSUMER SPENDABLE 
INCOME $1,177,771,000 


@ TOTAL RETAIL SALES 
$768,150,000 


WIN-T 


CBS and ABC for FORT WAYNE 


and the Tri State area of In- 
diana, Ohio and Michigan. 


Nationally represented by 


H-R TELEVISION, INC. 
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nw ‘ese ing in the shadow of this emerkale formation : 


A feel the inspiration of its quiet dignity: . 


yao 


_‘Storer Stations too, ask achieved similar 


_ positions i in nae communities they serve. 





3 NATIONAL SALES HEADQUARTERS: 

ss National Sales Director . 118 E. 57th St., New York 22, Eldorado 5-7690 
BOB woop, Midwest National Sales Mgr. 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 
GAYLE V. GRUBB, Pac. Coast Nat’! Sales Mgr. 111 Sutter Bldg., San Francisco 4, Calif., WEst 1-2093 
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CBS * DUMONT 


Channel 7 Dayton, Ohio 


ONE OF AMERICA’S GREAT AREA STATIONS 








Business barometer 


As expected, the television business in April did not show the major gains over 
March which it had shown in March over February. Following its usual 
seasonal trend there was a leveling off in sales all along the line. 





But there was no major decline in any division. Most of the business gains made in 
March were held. 





Comparing April business with that _in March shows a 1.7 per cent increase in 
local, a 0.5 per cent increase in national spot and a drop of 2.7 per 
cent in network billings. 





LOCAL SPOT NETWORK 
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comparing April billings with March: = Te 





Mar. April May June July Aug. Sept. Oct. Nov. Dec. Jan. 1955 Feb. Var. April 








This general trend was predicted in the Business Barometer last month, a prediction 
based on the trend a year ago when local business gained 7.5 per cent, 
spot 0.3 per cent and network declined 2.4 per cent. 





Except in the local category these figures are nearly identical. The smaller gain 
in local this April than that in April 1954 may be due to general 
business conditions. Local merchants, according to national reports, 
are doing fine in 1955, a fact which may have some adverse affect on the 
amounts they are putting into advertising. 





The increase in local of 1.7 per cent for April 1955 was the third straight month 
in which this class of advertising has shown a gain. In February the 
gain over January was 1.7 per cent; in March, an astonishing 15.9 per cent. 





Spot business also gained for the third straight month. Its gain in February 
was 7.1 per cent and for March 12.4 per cent. 
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Network business, after its long gain beginning in July 1954 and lasting through 
Jan. 1, has shown increasing signs ot leveling off on a national level. 
In February there was a drop of 1.7 per cent, in March a gain of 6.7 
per cent and now the April drop of 2.7 per cent. Changes in the network 
picture make its future course on a month-to-month basis slightly 


uncertain although a gain through the year of around 30 per cent seems 
inevitable. 








Improvement in ABC-TV programming and the changes which have taken place at 
Du Mont have had a very real effect on the picture. 


Generally the smallest and the largest stations made the best showing in local 
business for April. The large group of medium-sized stations were under 


the national average with many showing a loss in this classifcation 
for the month. 





In spot there were better than average gains among the smallest stations and the 
smaller middle-class stations. The larger middle-class stations and 
the very largest stations were under the average. 





Network, like local, showed gains for the very-small stations and the very-large 





LOCAL SPOT NETWORK 


increase from April 1954 to April 1955: +33.6 


Stations, with all of those in classifications in between showing a 
decided downtrend in this category. 





It must be kept in mind that the smallest stations, classified by annual revenue, 
always show gains bigger than the average because in most cases they are 
relatively new outlets and are still expanding their revenue sources. 


In most cases they step up into higher categories after several months 
on the air. 


Looking back to 1954 for the possible trend for May indicates that all three 
categories should show more strength than they did in April. In June, 
of course, the summer slump usually sets in and there is a decline up and 


down the line. The trend for last year may be easily followed on the 
chart. 





The increases in billings for the year from April 1954 to April 1955 are indicated 
on the chart above. Gain in local for the year is 26.8 per cent, in 
spot 33.6 per cent and in network 31.4 per cent for the month in question. 





It must be remembered that these April-to-April figures are national percentages 
and are affected by the many additional stations which have gone on 


the air during the period. They cannot be applied to individual stations 
with success. 





This is the 19th month for the exclusive TELEVISION AGE Business Barometer. 
The figures are compiled from reports supplied by stations directly to 
Dun & Bradstreet on forms supplied by the magazine. 





That Wall Street firm tabulates the totals and supplies percentages to the editors 
of the magazine. Analysis is by the editors and their consultants. 
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Summer Daytime T\/- a Great Buy in Texas 


KENS-TV 


EXPRESS-NEWS STATION 





San Antonio, Texas 


High daytime wermperabures 
? Hn Sots m-use 









In sun-drenched San Antonio daytime TV 
takes on a new importance in summer. 


With temperatures of 100° or more, day after 
day, people stay indoors during the daytime 
heat. 

. ». indoors with air-conditioner and TV set 
turned on! That's why “sets-in-use” stays aston- 
ishingly high in San Antonio in summer; why 
KENS-TV is such an outstanding daytime buy. 

Free & Peters has details on how to keep 
your summertime sales hot in San Antonio. Give 
them a call! 
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Each year America’s rooftops yield 
a new harvest—a vast aluminum 
garden spreading increasingly over 
the face of the nation. 


The past season produced a bumper 





crop on all counts: 3% million new 
antennas bringing the total number 
of television homes to 34,567,000. 


The average television family spent 


h t more time watching its screen than 
a Pr ves ever—5 hours and 20 minutes a day. 








Day and night CBS Television 
broadcast the majority of the most 
popular programs and during the 
past season extended its popularity 
by enlarging the network to 209 
stations—a 75% increase in a year. 


Today CBS Television delivers more 
homes for less money than any other 
network, and in comparison with 

its closest competitor, offers an even 
better buy than it did a year ago. 




































































CBS Television advertisers invested 
$165,268,000 over the past 12 months 
—a 20% greater investment than was 
made on any other network. 


By demonstrating television’s ability 

to move our expanding national product 
into the American home most efficiently, 
CBS Television has become the world’s 
largest single advertising medium. 


THE CBS TELEVISION NETWORK 
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WPROTY 


PROVIDENCE, ‘ 


CHERRY & WEBB Broadcasting ey TTINE 





The symbol of TOP TELEVISION 
in New England’s BIG THREE Market 


On March 27, 1955, WPRO-TV made its debut 
on Channel 12 in the nation’s 14th market — the 
“Big Three” market comprised of Providence, Fall 
River and New Bedford. Public acclaim for this 
new television service has been overwhelming. 
(Ask BLAIR-TV for the proof!) 





Basic CBS Television CHANNEL 


316,000 WATTS —_— 


In this market where the familiar call letters 
WPRO have long stood for the best. in radio, 
WPRO-TV now offers the best in television — a 
continuation of Cherry & Webb Broadcasting 
Company’s more than twenty-three years of com- 
munity service. 





Represented exclusively by BLAIR-TV 
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New Model Speed-Up 

The 1956 car models will be introduced from three to 
four weeks earlier than usual in the fall. (Lincoln has al- 
ready announced it is retooling.) This means that spot 


placements will be made correspondingly earlier. 


Car Makers to Use Spot 

All signs point to the automobile industry giving tele- 
vision, especially spot, the biggest ride yet when the car 
makers bring out the 1956 models. Buick, for one, will pay 
$75,000 in time charges for one 90-second commer- 
cial. This will be slotted on an NBC Color Spread sometime 
around new-car-announcement time. Then, too, Buick will 
repeat on its CBS Gleason half-hour beginning in October, 
the 10-second network cutins it used this past season on the 
NBC Berle hour. The cutins give the local price of Buick 
models. Because of local options, taxes, etc., every market 
has its own price. At present writing, there are 140 stations 
set for the filmed Gleason show. The local cutins will be in- 
serted on film, too, according to the agency (Kudner). 
While some of the stations carrying the cutins offer them 
free to Buick, most charge: 714 per cent of the hourly rate. 


107 Stations for Oldsmobile 

As reported in May Spot Report, Oldsmobile is sponsor- 
ing The Patti Page Show twice-a-week. The 15-minute 
filmed series gets underway in many markets the week of 
July 4. So far the auto company has 107 stations lined up 
to carry the Screen Gems produced series. More stations 
will be added since Oldsmobile is set to place the program 
in about 150 markets. D. P. Brother & Co. of Detroit is 
the agency. 


Tv Magazine Ups Herald Tribune Circulation 

An indication of the strength of the New Yerk Herald 
Tribune’s new Sunday tv and radio section: In spite of an 
increase in price of the Tribune’s Sunday edition to 25¢, 
there has been a gain in the paper’s circulation. “We are 
very pleased with the showing of the tv and radio section 
so far,” a top executive at the paper stated. The official 
also told TELEVISION AGE that there has been “some very 
lively interest” by papers all over the country for syndica- 
tion of the new feature. The Tribune, which started publish- 
ing logs back in 1922 and added tv schedules in 1945, is 
going all out on its new section. It is using letter press and 
full process color plates instead of less expensive oper- 
ations. 


Sweeney Eyes Television 

Kevin Sweeney, who has resigned as president of Radio 
Advertising Bureau, will probably accept a top executive 
position in television. He is considering two offers, either 
of which would be in the visual medium. 


Paramount Promotes Releases on Tv 
Paramount Pictures Corporation’s upcoming VistaVision 
releases will continue getting much tv spot attention. In 


addition to its current tv tie-in promotion with Bulova, 
using Bob Hope’s latest release, The Seven Little Foys, new 
Paramount attractions to be heralded via spot include 
We're No Angels with Humphrey Bogart, You're Never Too 
Young, Dean Martin-Jerry Lewis co-starrer, Alfred Hitch- 
cock’s To Catch a Thief with Gary Grant and Grace Kelly 
and The Girl Rush starring Rosalind Russell, Fernando 
Lamas, Gloria DeHaven and Eddie Albert. 


Country Music Background for Talent Show 

Starting July 5, ABC is offering a new RadiOzark Enter- 
prises show (See “Here-growed music,” page 46) from 
Springfield, Mo. The show will be on from 7:30 to 8:30 
p.m. Tuesday nights and will include all types of talent, 
both popular and “country,” but the background will be 
string music. ABC stations will offer the show on a co-op 
basis. 


Franco Will Make “‘Noise on Tv”’ 

Carlos A. Franco, who for 15 years was a partner in 
Young & Rubicam, and has just started a new organization, 
Carlos Franco Associates, Inc., consultants in advertising, 
marketing and research, told TELEVISION AGE, “We're going 
to make noise in tv someway.” One of the first items on the 
Franco agenda is a television motivation study. The pur- 
pose is to find out what to do about “the brain-washing 
effect that programs have on the commercials.” One of the 
first clients of the new company was Crosley Broadcasting 
Corporation. Associated with Mr. Franco, who has been an 
executive with NBC, William H. Weintraub and the Kudner 
Agency, is the author of Twenty Thousand Years of Tele- 
vision and former head of tv for the Voice of America, 


Richard Hubbell. 


Dairy Using Spot 

The Supplee-Wills-Jones Milk Co., which serves in and 
around Philadelphia, is now taking a healthy swig of spot 
television. The company plans to continue its schedules on 
through the summer. N. W. Ayer is the agency. 


Spot Basic for Dr. Pepper 

Already looking ahead to heavy spot tv use for 1956 is 
the Dr. Pepper Co. In a statement especially prepared for 
TELEVISION AGE the company reports: “The wise use of spot 
television produces market sales gains for the Dr. Pepper 
Co. and spot television will be a basic advertising wedge 
again in 1956.” The statement also included the following 
about present ways and means: “Spot television forms the 
backbone of the Dr. Pepper Co.’s advertising plans for 
1955. The placement schedule calls for three to five 20- 
second spots per week in each market within prime listening 
hours wherever possible. The time equivalent of a 20 has 
been made up with 10-second ID’s wherever top 20-second 
spots are not available. Buying is done in 13-week cycles 
for a period of 39 weeks. The “Friendly Pepper Upper” 
theme is used on all spots.” (See Spot Report) 
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DES MOINES TELEVISION 


ARNT TY 


(BS Shows 


Established Local 
Personalities 


Chaued 


KATZ HAS ALL THE FACTS FULL POWER, 316,000 WATTS 


August Ist 





Your lowa campaign starts with Des Moines . . . state 
capital and largest city . . . the shopping and distribution 
center . . . salesmen's home base. And your lowa 
campaign starts with KRNT-TV, the showmanship station 
with CBS shows that run away with the ratings 
sweepstakes, PLUS Central lowa's favorite personalities 
with established audiences — and proved power 

to move merchandise! 


Face the facts! The same showmanship savvy that always 
gives you the biggest Hooper and Pulse ratings in Des 
Moines Radio is now also running the newest know-how, 
go-now operation . . . KRNT-TY. 


O 
in Fog 
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THIRD MAJOR NETWORK. Adver- 
tisers, agency executives, station repre- 
sentatives and many station men are 
pleased as punch these days at the long 
strides being made by ABC-TV toward 
making the network a major factor in 
the business. 

Two of the more important agencies 
indicated their pleasure to TELEVISION 
AGE last month in talking about the 
spot prospects for fall. (“Fall Spot 
Outlook,” page 39.) One referred to 
ABC-TV as a “well-programmed net- 
work” and pointed out the additional 
spot availabilities which such good 





SLOCUM CHAPIN 
Today there are three 


programming was making possible. 
The other talked of the “increase in 
ABC-TV sponsored network shows” 
and called attention to the additional 
20-second these shows make 
possible. 


spots 


Confirming this agency opinion was 
a report by Slocum Chapin, ABC-TV 
vice president in charge of sales, which 
pointed out that the network has al- 
ready passed the $58.5 million mark to 
set a new sales record. Said Chapin: 
“ABC-TV’s this year 
clearly demonstrates the fact that to- 
day there are three — not just two — 
major television networks. ABC-TV’s 
sales to date put ABC-TV far ahead of 
the goals the network established in its 


sales record 


five-year plan of continuous growth 
and expansion, set forth in 1953. The 
$58.5 time 
sales only and does not include pro- 


million represents gross 
gram costs which run into additional 
tens of millions of dollars.” 

New business placed with ABC-TV 
includes contracts with the following 
sponsors: Admiral Corporation, Amer- 
ican Tobacco Co., Armour & Co., Bris- 
tol-Myers Co., Brown & Williamson 
Tobacco Corp., Campbell Soup Co., 
General Mills, Lentheric, Liggett & 
Myers Tobacco Co., Mars, Inc., The 
Mennen Co., Miles Laboratories, Inc., 
Monsanto Chemical Co., Necchi Sew- 
ing Machine Co., Pabst Brewing Co., 
Parker Pen Co., Pharmaceuticals, Inc., 
The Welch Grape Juice Co., Western 
Union Telegraph Co., American Motors 
Corp., Swift & Co., and Gibson Greet- 
ing Card Co. 


WASHINGTON WEATHER. 
Summer’s hot weather didn’t seem to 


bother legislators, accustomed to “the 
heat” in Washington, one way or an- 


The FCC last month was no 


exception. 


other. 


The Commission had its usual spate 
of petitions, hearings and grants — 
even a flurry or two in the courts. In 
the Clarksburg, W. Va. protest over 
the grant of WBLK-Tv, Channel 12, for 
example, the FCC was given come- 
uppance by the U.S. Court of Appeals. 
It said, in effect, the Commission had 
been too hasty, tried to defend its own 
position rather than act in the public 
interest, neglected to make the full 
study required, “even where an appli- 
cation is unopposed.” 

But as the Court reprimanded the 
FCC, Commissioner John C. Doerfer 
took advantage of two speaking dates 
in order to defend it. Addressing the 
National Community Antenna Tele- 
vision Assn. in New York, he under- 
lined his personal “reluctance” for the 
FCC to assume jurisdiction of com- 
munity antenna companies. (The Com- 
mission is considering a petition to 
have them declared common carrier.) 
As private enterprise, community an- 


tenna companies should remain com- 
petitive, just as broadcasters are, he 
said. To those who argued that per- 
haps both groups could be guarded 
from cut-throat competition, he 
sounded a warning: “If broadcasters 
seriously contend they are entitled to 
protection, they . are asking for 
eventual regulation.” 

But perhaps the most immediately 
significant news at the Commission was 
a matter of turning the heat down 
not up. It was the Senate approval of 
Richard A. Mack, a Democrat, as suc- 
cessor to the Commissioner’s desk va- 





RICHARD A. MACK 
Talked affably 


cated by Frieda B. Hennock July 1. 
Although no objections had been ex- 
pected against the 46-year-old Florida 
utilities executive (TELEVISION AGE, 
Tele-scope, June, 1955), the endorse- 
ment was even swifter and surer than 
predicted. Identified as “very able” by 
Florida’s two Democratic 
Mack talked affably — and winningly 
—through routine questionning by 


Senators, 


the Senate’s Interstate Commerce Com- 
mittee. When Chairman Warren G. 
Magnuson (Dem., Wash.) noted that 
one of the FCC’s major problems was 
delivering opinions without “delay,” 
Mack replied that in public utilities, 
he had faced — and whipped — “ 


reg- 
(Continued on page 33) 
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its town, ratings soar! 


First-run sponsorship 


may still be available in your market 


NBC Film Division’s “Adventures of the Falcon” makes a habit of raising station ratings 


substantially in its time period. Out of nineteen major ARB-measured markets where before- 





and-after information is available, “The Falcon” boosted ratings in fourteen! In Memphis, for 
instance, a 14.4 rating before “The Falcon” soared to 25.6 with “The Falcon.” That’s the kind 


of spectacular rating-increase scored by the series virtually everywhere it runs! 


Advertisers of every description have strengthened their competitive position by sponsoring 
“The Falcon.” Brewers, grocers, appliance dealers, furniture retailers, banks and loan 


companies, department stores — they’ve all discovered its built-in selling power. 


“The Falcon” sells because it pulls audience . . . immediately! Exciting episodes of adventure all 


around the world, the exotic flavor of authentic locales, a great new star —Charles McGraw — 





whose movie fame is expanding rapidly . . . these are the strong audience-values you get with 
sponsorship of “The Falcon.” You also get an exclusive package of advertising, promotion. 


exploitation and merchandising, unmatched in the industry! 


First-run syndication sponsorship, at a down-to-earth cost per thousand, may still be available 


in your market. Write, wire or phone NOW! 


NBC FILM DIVISION 


serving all sponsors 
serving all stations 
30 Rockefeller Plaza, New York 20, N. Y. Merchandise Mart, Chicago, III. 
Sunset & Vine, Hollywood, Calif. In Canada: RCA Victor, 225 Mutual St., 
Toronto; 1551 Bishop St., Montreal. 


JALL OVER THE WORLD! 
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BIGGER 


The 1955 Sales Management 
Figures Show That The WTVJ 
South Florida Market Area 
Has Increased 10.9% In Pop- 
ulation Over 1954. 


Retail Sales Are Keeping Pace 
...UP 8.9% To An All Time 
High Of $1,477,290,000. 


WTVJ NOW DELIVERS YOUR SALES 
MESSAGE TO 1,185,200 PERSONS 
— 363,600 FAMILIES. 





























a WTVJ is the ONLY TV Station 
} giving you complete. 
seme pated Al age of the Fabulous Sou 
improving Florida Market. 


E & 
CONTACT YOUR FRE 
PETERS COLONEL NOW | 














me //, ) 


MIAMI 


FLORIDA’S FIRST TELEVISION STATION 
Basic Affiliate 100,000 Watts Power—1,000 ft. Tower 
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Newsfront (Cont'd from 29) 


ulatory lag” before. Certainly the 
speed with which he won approval of 
his own nomination was an excellent 


omen for the future. 


NETWORKS BUSY. Similarly, the 
networks evinced an interest in the 
future, too, welcomed warm weather by 
putting their houses in order, if not 
going through spring housecleaning. 

The Du Mont Television 
preparing to specialize in film pro- 


network, 


gramming, was pointing its executive 
staff more clearly in that direction. 
James L. Caddigan, who has served 
ably as network head of programming 
and production, was given a newly 
created post, director of Electronicam 
marketing, and moved to the Clifton, 


ALFRED J. SCALPONE 
Hollywood v.p. for CBS-TV 


N. J., offices of the Du Mont Labs. 
Simultaneously, John H. Bachem, re- 
maining network general manager, 
also assumed the responsibility for 
all network phases of Electronicam. 
He, in turn, appointed Werner Michel 
to direct the Electronicam production 
dept., with Douglas Downs as direc- 
tor of photography; James Graham, 
business manager. 

But at CBS Television, the problem 
was programming. And the network 
was busy rearranging things for fall. 
Vice president Hubbell Robinson, Jr. 
remained in charge of network pro- 
gramming and acquired the help of 
Harry G. Ommerle, who was upped 
from program director to vice presi- 
dent in charge of network programs, 


New York. The comparable west coast 
post (vice president in charge of net- 
work programs, Hollywood) has been 
filled by Alfred J. Scalpone. He re- 
signed as McCann-Erickson’s 
president in charge of television-radio 
to assume his network duties July 1. 


vice 


(The former Hollywood programming 
vice president, Harry Ackerman, be- 
came director of special projects and 
will share ownership in the new pro- 
gram series he develops for CBS-TV.) 
By the end of the month, even the tv 
program staff in Hollywood was an- 
nouncing five changes in local person- 
nel, with Doug Whitney leading them 
as executive on special assignment. 
Clearly, the CBS 
work was out to pick up the ratings 
it yielded to NBC-TV last season and 


to close up the one-year gap that sepa- 


Television  net- 





HARRY G. OMMERLE 
Upped to vice president 


rated it from competition’s stepped- 
up pace. And it might just have been 
an answer to the New York Herald 
Tribune’s tv columnist, John Crosby, 
who had scored CBS Television for 
its programming “mediocrity.” 
Meanwhile, ABC was going on rec- 
ord. Leonard Goldenson, president of 
American Broadcasting-Paramount 
Theatres, announced a new subsidiary 
to manufacture phonograph records, 
part of AB-PT’s recently revealed in- 
tent to “diversify” and “expand” in 
the “electronics and recording” fields. 
The organization will be located in 
New York’s Paramount building, have 
the former vice president and general 
manager of Cadence Records, Sam 
Clark, as its president, and probably 


include some Walt Disney material 
among its first children’s albums. The 
new AB-PT company would not limit 
itself, but probably turn out all kinds 
of records for all three phonogcaph 


speeds. 


TELEVISION PROSPERS. business 
was good. And the FCC figures — the 
first of 30-some tables to be computed 
that fact for 
Total television industry 


—more than verified 
1954. 


nues last year climbed a_ walloping 


reve- 


37 per cent, while profits zipped al- 
most as much, by 33 per cent, over the 
1953 level. The industry-wide gross, 
said the FCC, was $593 million; the 
before-tax profit, a tidy $90.3 million. 
Distinguishing, as usual, between 
pre- and post-freeze stations, the FCC 
report indicated a few trends: 


e The four networks and their 16 





H. J. SCHULMAN 
Servicing is big business 


o&o’s did some 52 per cent of all 
1954, 
grossed a total of $306.7 million, as 
compared to $231.7 million in 1953. 

e The 92 stations in operation be- 


telecasting business. In they 


fore the freeze (all vhfers) were reap- 
ing the benefits of being well — and 
long — established. They garnered a 
total $200.9 million last year, as com- 
pared to $174.5 million for the pre- 
vious accounting. 

e Post-freeze stations, as a group, 
still showed some deficit, 
The 177 vhf’ers took in a total of $60 


million, while their combined expenses 


however. 


reached $63.8 million, giving them 
a $3.8-million loss. (It must be noted 
that this is a group total, however, 


(Continued on page 63) 
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THE AIR UNIVERSITY—at Maxwell Air Force Base, is one of many great military installations STATE CAPITOL BUILDINGS-—showing the new $3,000,000 state 


in the service area of WSFA-TV. This Montgomery base alone, last year, provided a office building which flanks Alabama's historic State Capitol. 
Here the Confederate States of America was organized. 


a AG Py 
‘The Old Order, 


$52,000,000 boost to the economic growth of the New South. 













































































































































































































































































(PICTURED BELOW) Largest indoor arena in the world, Alabama's Coliseum in 
Montgomery seats 13,000 with vision unblocked by supporting pillars because 
of its unique suspended concrete roof. Strikingly new in design, the Coliseum 
is proving a great aid in the expansion of agriculture and industry in the 
New South! 














4 ~~ 
\ | ee .- 
] a 2 .- ~ — 
7 ~* - > co 
4 a r 4 ~n = 
= . 
3s 82 33 2a 
y > ae a ~ x, 4 > 
o + 4 o > a2 @ = ‘~~ is 
J x = to CP 
"ae = : 4 Soy . 7 
: > y : 
> - 





NORMANDALE—a $2,500,000 suburban shopping center—boasts 200,000 square feet of ultra-modern 
stores and parking for 5,000 cars. One of Montgomery's newest centers, Normandale includes a com- 
plete department store and medical building as well as the largest super market in Alabama. 


Changeth... 


giving way to the NEW" 


The Old Order . . . the era of Crinoline skirts and Mimosa- 
fringed mansions. . . is now replaced by an industrial and agricul- 
tural growth remarkable in any section of the country. Vibrant 
growth, boundless energy, optimism and opportunity are the 
Order of the New. 
WSFA-TV serves this area from the capitol city of Mont- 
gomery . . . serves a population of 1,118,643, producing retail sales 
in 1954 of $667,339,000.00. A keynote to the tremendous develop- 
ment of this area is the fact that Metropolitan Montgomery out- 
ranks in retail-sales-per-household such cities as Birmingham, 
Mobile, New Orleans, Baltimore and San Diego. The pattern of 
this area is tailor-made for television. And WSFA-TV’s coverage 
is a new, un-duplicated audience receiving “Class A” television : sted in wareat | 
service for the first time. —— . a 
An increasing list of advertisers are recognizing the “changing 
order” . . . and are now reaching and selling this new market on 
WSFA-TV in Montgomery, Alabama! New, unduplicated, regional coverage with 316,000 watts, 


from a 1,040 foot antenna, 21 miles south of Montgomery. 
Favorable terrain, plus quality programming, puts WSFA- 
TV's picture in homes all the way to the Gulf Coast! 


channel fl FP AWSFA-TV 


MONTGOMERY, ALABAMA 


HOYT ANDRES, Station Mgr. © JOHN HUGHES, Sales Mgr. 


TELEVISION 








WSFA-TV MARKET DATA 


Population - 1,118,643 
Total Retail Sales i $667,339,000.00 
Consumer Spendable Income $963,398,000.00 
Note: In retail-sales-per-household, Montgomery Metropoli- 


tan area outranks Birmingham, Mobile, New Orleans, 
Baltimore, Cincinnati and San Diego. 


Owned and operated by THE OKLAHOMA PUBLISHING CO. 
The Daily Oklahoman, Oklahoma City Times, The 
Farmer-Stockman, WKY, WKY-TV & WSFA 


Represented by THE KATZ AGENCY, INC. 
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Our whole concept of TV representation is based 
upon SALESMANSHIP. That’s the only com- 
modity we have to sell and every function of 
our business is designed to improve and to better 
this commodity, including an incentive com- 
pensation plan for our men. 

We have found the one thing a smart buyer 
wants is FACTS. And our men have an added 
personal interest in giving the greatest pos- 
sible amount of factual information in the least 
possible time. 

The result of Blair incentive-backed factual 
salesmanship is that in market after market the 
Blair-TV represented station leads in national 
spot business. 

Our record of performance on these fine tele- 
vision stations is open to your inspection at 
any time. 
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STATION MARKLT 
WTVR—Richmond, Va. 
WDSU-TV-—New Orleans, La. 
WOwW-TY—Omaha, Neb. 
WBNS-TV—Columbus, Ohio 
KING-TV—Seattle, Wash. 
KTTV—Los Angeles, Cal. 
WBKB—Chicago, Ill. 
WXYZ-TV —Detroit, Mich. 
WGBI-TV—Scranton- Wilkes-Barre, Pa. 
WHBQ-TV—Mempbhis, Tenn. 
WDBO-TV—Orlando, Fila. 
WABT—Birmingham, Ala. 


KOVR—San Francisco- 
Stockton, Cal. 


KTRK-TV—Houston, Texas 
WFIL-TV—Philadelphia, Pa. 
KVOO-TV—Tulsa, Okla. 
WFLA-TV—Tampo-St. Petersburg, Fla. 
WPRO-TV—Providence, R.1. 


In station representation it’s salesmanship that counts 


TELEVISION’S FIRST 
EXCLUSIVE NATIONAL 
REPRESENTATIVE 





New York + Chicago * Detroit 
San Francisco * Boston * Dallas + St. Louis 
Jacksonville + Los Angeles - Seattle 




















Fall 


A fall advertising campaigns begin to take 
shape it becomes apparent that in 1955 
national spot will show the way for television’s 
overall growth. 

More and more new advertisers are coming into 
the medium. Budgets for spot among seasoned tv 
sponsors are, in a number of cases, being re- 
‘urbished and expanded. And the substantial back- 
log of year-in and year-out spot users will continue 
io favor the medium they have found best for 
their needs. 

In terms of net to stations national spot will be 
the leading revenue producer in 1955. 

TELEVISION AGE predicts, based on its regular 
Business Barometer reports from stations, that the 
total spot revenue from time sales in 1955 will be 
$219 million. The magazine’s estimate for 1954 
(official FCC figures will not be available until 
later in the year) is $164 million. These figures 
do not include incidental station revenues from 
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outlook 


New advertisers, 
higher budgets, make spot 
the tv bellwether 


programs, talent, etc., but sale of time only and 
correspond to the official reports which are made 
annually by the FCC. 

There are two classifications of new spot ad- 


vertisers: 1. Those going into television for the 


first time, and, 2. Those taking their money out of 


network and putting it into spot. One of the largest 
of these latter is Philip Morris, with nearly $2 
million allotted to year-round spot after withdraw- 
ing from its network show / Love Lucy. Biow- 
Beirn-Toigo is the agency for the account. 

Hazel Bishop, also a former network user, is 
spending over $2 million in spot, starting August 
1. Buying will continue through December and 
possibly will be extended. The campaign will 
feature their Long-Lasting lipstick and Compact 
Make-Up. Raymond Spector is the agency. 

With television so well established as an ad- 
vertising—as well as communications—medium, 


most of the new tv advertisers are either young 
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or expanding companies which are 
finding spot flexibility admirably 
adapted to their purposes. Inter- 
national Latex Corp., which has not 
used television since 1952, is expecting 
to use spot this fall. The agency is 
Foote, Cone & Belding. 

Helaine Seager, Inc., maker of Pink 
Ice, a new home facial, is planning a 
big expansion program and will use 
television spot in major markets as 
fast as the distribution set-up can be 
perfected. At present the firm is in 
nine markets. Fiore & Fiore is the 
agency. 

Shirtcraft Co., Inc. will go into spot 
this fall to promote their new fall and 
winter line of shirts and airmen jack- 
ets. The agency, Friend, Reiss Adv., 
is looking for football and other sports 
event adjacencies. 

Parsons Ammonia Co., Inc., for- 
merly a radio user, will buy spots this 
fall through Kiesewetter, Baker, Hage- 
dorn & Smith. Regina Trading Corp., 
distributors for Liebig Soups of France, 
will buy a combination of live spots 
and participations in daytime tv to 
introduce two new soup products. The 
agency is Ralph D. Gardner Adv. 


Other New Spot Business. 


George W. Luft Co., Inc., makers of 
Tangee Beauty Preparations, is con- 
sidering its initial plunge into spot tv. 
Warwick and Legler is the agency. 

Adam Hat Stores, Inc., with its new 
agency, Friend, Reiss Adv., is planning 
to go rather heavily into television 
spot for the first time. 

At least five of the major movie com- 
panies: M-G-M, Warner Brothers, 20th 
Century, Paramount and United Art- 
ists, will become major sources of spot 
revenue this fall. While each of the 
firms has experimented in tv previously, 
they are this year, for the first time, 
using spot tv as a major advertising 
medium. Each is buying spot for one 
or more of their big releases each 
month in major markets. And Warner 
Brothers, at least, is also using tele- 
vision spot again when major pictures 
are playing the neighborhood theatres 
for the first time. These spot buys are 
constantly increasing and promise to 
be more and more important through- 
out the fall and winter. 

New year-round advertisers in spot 
are making the summer months much 
better than they were a few years ago 











when the slump during the hot season 
was a drastic one. The month-to- 
month changes in spot billings are 
emphasized by the TELEVISION AGE 
Business Barometer (See page 21) 
which makes possible for the first time 
in the industry a comparison of the 
total spot revenue from time sales on a 
monthly basis. (See table on this 
page.) The breakdown extends through 
1954 and into the first three months of 
1955. 

The actual dollar growth of spot is 
pointed up by the $11.1-million rev- 
enue in January, 1954 as compared 
with $15 million in January, 1955; 
$11.6 million in February, 1954 and 
$15.9 million in February, 1955. In 
March, 1954 the spot total was $13.3 
million and March, 1955, $17.9 million. 
A comparison of spot with the network 
and local television divisions over a 
period of 13 months is shown on the 
Business Barometer chart on page 21. 

Spot’s position over the years since 
records have been kept on television 
billings is shown in the second table 
which breaks down revenue from time 
sales by network, national spot and 
local. 

The television advertisers who plan 
to increase their spot budgets this year 
are almost numberless. Using spot in 
the past, they have found it resultful, 
and many are planning to increase 
advertising budgets or divert from 
other media in order to cover a larger 
territory more often than in the past. 

The Florida Citrus Commission, as 
an example, chose Benton & Bowles as 
its new agency partly because of their 
recommendation for a large expendi- 
ture in spot. Close to $2 million will 
go into television, according to in- 
formed sources. The campaign is ex- 
pected to go into about 70 markets 
with an average of three 10-second 
nighttime announcements, and one or 
two one-minute daytime spots each 
week. Both will be on a 52-week basis. 
In an additional 45 markets two one- 
minute daytime participations per week 
will be scheduled. 

Procter & Gamble, notoriously tight- 
lipped about its advertising because 
of the intense competition in its in- 
dustry, refuses to discuss fall plans. 
But sources always previously reliable 
report that several new products will 
be introduced on spot television. P&G 
has previously this year introduced 


Zest, a bar soap detergent, and Crest, 
a flouride toothpaste with a flourish 
of tv spot. Last year P&G was the big- 
gest user of tv spot with a cumulative 
total for 24 schedules of 491 stations. 
Biggest campaign was for Gleem with 
117 stations. 

A spokesman for Lever Bros. told 
TELEVISION AGE that “there probably 
will be an increase in the use of tv spot 
this fall over that used last year.” At 
least two new products will be intro- 
duced by the company. The spokesman 
added: “We use tv spot for a new 
product that is being distributed in 
local or regional areas. Once national 
distribution is set up, the company 
takes the product to network tv.” 

Lever’s Imperial Margarine, which 


pansion into eastern markets this fall. 
If successful, the campaign may become 
nationwide. The agency, MacManus, 
John & Adams, is looking for good one- 
minute adjacencies in the daytime. 
Alcoa, through its agency, Fuller & 
Smith & Ross, will expand its campaign 
for Wear-Ever Aluminum Foil. 
mercial Solvents, with the same agency, 


Com- 


has expansion plans for Peak & Norway 
Anti-Freeze. 

Anti-freeze makers, always big spot 
users, will be active this fall. E. I. 
du Pont de Nemours & Co. will go into 
from 150 to 200 markets with a weekly 
15-minute football prediction film show 
with ex-Notre coach Frank 
Leahy. Series will be on Thursday 
and Friday nights only, preferably in 


Dame 








TOTAL REVENUES FROM TIME SALES (MILLIONS) 


Does not include revenue from talent or program material 


1949 1950 1951 


$10.8 $97.1 





51.3 


local 9.5 


totals 90.5 208.1 





* All figures from FCC except those marked * which are Tv Age estimates. 


$137.7 


1952 1953 §=61954 =: 1955 


$171.9 $251.* $339.* 


65.3 88.5 116.* 


283.1 384.7 531.* 710.* 








has been tested on spot, is expected to 
carry an expanded schedule this fall. 
Shield, an antibiotic, now being tested 
in Binghamton, should be ready for 
increased spot by that time. Foote, 
Cone & Belding is agency for both of 
these products. 

U. S. Rubber Co. is expected to be 
very active in the fall, especially in the 
Footwear Division. The Tire Division 
will be active on a co-op basis. All-in- 
all U. S. Rubber used 87 markets last 
year. The total this year may reach 
100. Fletcher D. Richards, Inc., is the 
agency. 

J. A. Folger & Co. is considering 
expanding its campaign, which now 
uses 60 markets, in the fall. Cunning- 
ham and Walsh is the agency. E. F. 
Drew & Co.’s Trinut, an oleo, is now 
in four markets and has plans for ex- 


Class A 
BBDO. 
The National Paper Corp. of Penna. 


time, and is handled by 


is setting up an eight-week saturation 
campaign in nine major markets for 
Swanee Paper products starting in 
September. Agency is Hilton & Riggio, 
Inc. The Dromedary Co., a subsidiary 
of National Biscuit Co. and formerly 
known as Hill’s Bros. Co. is expected 
to use spot television now that its 
agency is Ted Bates & Co. 

The improvement in the network 
schedule of ABC, with more sponsored 
programs with good ratings, will mean 
the availability of more valuable spot 
time on ABC stations, several impor- 
tant agency executives have pointed 
out in talking to TELEVISION AGE. This, 
multiplied by the number of ABC 


affiliates, will add a sizeable piece of 
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JOHN E. PHILLIPS 
Advertising manager 
B. T. Babbitt, Inc. 


Some 
advertiser, 
agency 
comment 
on fall 
spot 


“We are in the 
process of getting 
the final budget 
approval from 


the board on fall 
plans. Spot 





PETER G. LEVATHES 
Vp & director of media 
Young & Rubicam 





‘ 


*,.. itis a serious 
mistake to 
underestimate 
the sales power 
of spot 


campaigns.” 


represents the 


revenue for spot television. 

Agency sentiment is almost unani- 
mous in predicting a big fall for spot 
Ted Bates & Co., for ex- 


ample, expects to place between $30 


television. 


and $35 million in the medium during 
the coming season. While some com- 
ments by agency men are guarded, 
expectations for fall buying bigger than 
last year are generally admitted. Fol- 
lowing are some typical statements: 

e An agency spokesman for BBDO 
said: “The outlook for tv spot in the 
fall is very bright.” Sixty per cent of 
the agency’s clients — 80 out of 150 — 
are expected to use it. 

e David P. Crane, vice president in 
charge of media, Benton & Bowles: 
“We certainly are large users of tv 
spot. You just have to look at our 
list of clients to see that. . . . We will 
be using more tv spot this fall.” 
(B&B clients include P&G, General 
Foods, Continental Oil Co. and Cros- 
ley Division of Avco. The agency has 
recently added close to $12 million in 
new billings, including some heavy spot 
users: Florida Citrus, Grove Labora- 


entire budget.” 


tories, Inc. (Bromo-Quinine Cold Tab- 
lets last fall was active on 131 sta- 
tions) ; Studebaker-Packard Corp. and 
S. C. Johnson and Son.) 

e A Compton Adv., Inc. spokesman: 
“We believe that there will be more 
use of spot tv this fall than last. Pri- 
mary reason is that some sponsors are 
being squeezed out of network shows 
by high prices and therefore are going 
to spot. Also, incidentally, some spon- 
sors can be expected to give up shows 
of their own in favor of participations 
in network packages. There should be 
an increase of 20-second spots on ABC 
because with ABC’s increase in spon- 

there will be 
shows for 20- 
second spots. Whereas it was possible 
to buy one-minute commercials, in- 


sored network shows, 


more room between 


mean _avail- 
ability of 20-second spots between 
shows.” 

e John R. Sheehan, director of tv & 
radio, Cunningham & Walsh: “There 
will definitely be more tv spot this fall. 
It seems to be a trend that advertisers 
are going more and more to film.” 


creased network shows 








DAVID P. CRANE 
Vp, media 
Benton & Bowles 


PAUL HUTH 
Director of media 
Procter & Gamble 





“We will be 
using more spot 


tv this fall.” 


“The extent of 
our use of spot tv 
next fall depends 
on the expansion 
plans of brands 
now in test 


markets.” 


e L. T. Fischer, vice president- 
media director, Dancer -Fitzgerald- 
Sample: “DFS, long among the leaders 
in spot tv billings among agencies, 
feels that spot tv will continue to oc- 
cupy an important place in the broad- 
cast media activities of major tv ad- 
vertisers. To this end DFS has had in 
effect a long-range plan, the fruits of 
which are currently being realized. 
This plan guarantees that there be per- 
sonnel with detailed training necessary 
abreast of all many 
changes that occur in this very com- 
plicated medium. 


to remain the 
. .. Encouraging fac- 
tors on the spot tv horizon have arisen 
from the increasing development of 
ABC into a well-programmed network. 
This factor works as a counter-agent 
against the tightening of spot tv avail- 
abilities in both major and minor tv 
markets. Costs, which have always been 
an important factor in the evaluation 
of tv, are expected to continue to rise. 
This rise will be examined closely in 
connection with changes in the circula- 
tion of the medium, and it is expected 
that in many markets, national adver- 

























L. T. FISCHER 
Vp & media director 
Dancer-Fitzg.-Sample 


HENRY G. FOWNES Jr. 
Vp & director tv & radio 
MacManus, John, Adams 


DONALD S. FROST 
Director of Advertising 
Bristol-Myers Co. 


JOHN R. SHEEHAN 
Director of tv & radio 
Cunningham & Walsh 


GEORGE J. ABRAMS 
Vp & adv. manager 
Block Drug Co. 


“Encouraging 
factors on the 
spot tv horizon 
have arisen from 


the increasing 











a new grocery 


spot tv.” 


development of 


ABC.” 


tisers, in order to assure continued 
efficiencies in spot tv, will go to station 
identifications rather than minute or 
station breaks.” 

e Arthur Pardoll, director of broad- 
cast media, Foote, Cone & Belding: 
“As rates go up, local clients are out, 
and so more spots become available 
for national advertisers.” 

e Thomas J. Maloney, executive 
vice president of Grant Advertising: 
“Ty spot is expanding so that it is not 
only a filler and supplementary but is 
also used as a major base of tv adver- 
tising.” 

e Henry G. Fownes, Jr., vice presi- 
dent and director of tv and radio, 
MacManus, John & Adams, Inc.: “Tv 
spot is more expensive——cost-per-thou- 
sand — but it is a wonderfully flexible 
way to use tv. I can’t see how you can 
break in a new grocery product, for in- 
stance, without spot tv.” 

e Peter G. Levathes, vice president 


and director of media relations, Young 
& Rubicam: “Again in 1955 the fall 
outlook for spot tv indicates that it 
will continue to maintain its corollary 





“I can’t see how 


you can break in 


product without 





“We use spot tv 


primarily to give 
additional local 
weight and for 
going into test 
markets for 


new products.” 


position with network programming as 
one of the major workhorses for the 
movement of client’s products. While 


network programming is, of course, 
always important, it is a serious 
mistake to underestimate the sales 


power of spot campaigns. Their flex- 
ibility and adaptability to particular 
market and product requirements pro- 
vide unique opportunities for effective 
advertising. In order to make maxi- 
mum practical use of this medium, 
Young & Rubicam has instituted or- 
ganizational changes to expedite its 
purchase and effective use.” 

While the overall spot outlook is 
rosy, some station executives are con- 
cerned at the short term of many spot 
contracts. Commitments for four or 
six weeks are not uncommon and when 
renewals are not forthcoming these 
have a serious effect on station financial 
structure. Fortunately these short-term 
contracts are frequently renewed and 
when they are not other advertisers 
usually snap up any premium spot 
time that may be left open. 

Analyzing spot prospects by product 








“There will 
definitely be 
more tv spot 


this fall.” 





“We are doing 
an increasing 
amount of buying 
which will reach 
its peak in 

the fall. We are 
putting 
everything 


into spot.” 


groups brings out further indications 
of a bright season. Following is a short 
outline of some of the plans being 
made by advertisers, listed according 
to eight of the more important group 
classifications: 


AUTOMOTIVE, AUTO EQUIPMENT 
& ACCESSORIES 

American Motors Corp., through 
Geyer Advertising, has been active in 
spot and is expected to use more this 
fall for both Nash and Hudson models. 

Buick, a Division of General 
Motors, has been urged by its agency, 
Kudner, to increase its expenditure for 
spot tv when a new model is an- 
nounced. 


(Continued on page 49) 





For roster of 
2000 timebuyers 
see page 6/7... 
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Lennen & Newell’s 
approach is 

“to relate them 
correctly’’— 


oO ften through tv 


The 
product 
and the 

consumer 


n an area where high-as-the-sky 
i thinking often prevails—advertis- 
ing—New York’s Lennen & Newell is 
notable for its down-to-business ap- 
proach. 

Consider, for example, what presi- 
dent Adolph Toigo, 49, who special- 
izes in account planning and strategy, 
has to say: “Every account is a new 
one, starting any morning you want to 
make it so.” 

Or, “A copywriter has two jobs, to 
assess the product accurately and to 
present it creatively.” 

Or, “Growth of an agency depends 
on success with the clients you already 
have.” 

Thinking of that sort has attracted— 
and kept—bigtime clients like P. Loril- 
lard (Old Gold and Embassy cig- 
arettes, Muriel cigars), Emerson Drug 
(Bromo-Seltzer), Colgate-Palmolive 


4 ow 
fen mz we OR, 


3 to “ot . 


spe-(rome 


A part of the $36-million answer: The public picks these products 


(Lustre Creme products), Calvert Dis- 
tillers, Joseph Schlitz Brewing and 
American Airlines—to name a few. 

Observing that the end product of 
advertising is invention—it’s a busi- 
ness of ideas—Mr. Toigo says simply 
that no one has many fixed assets in 
advertising. “If you’re really good on 
Monday, you're still in business.” 

The 29-year-old Lennen & Newell, 
however, has withstood a long line of 
Mondays—and shown itself proud. In 
the past three years (since Toigo has 
been active in management), for in- 


stance, billing has more than doubled. 
It has risen from about $17 million in 
1952 to an estimated—and impressive 
—$36 million this year, and now Len- 
non & Newell ranks about 23rd among 
all national agencies. Interestingly, its 
total volume comes from a compara- 
tively small number of clients, an indi- 
cation that the agency is handling 
truly big league advertisers. Operating 
out of Beverly Hills, Detroit, Milwau- 
kee and New York, where it has new 
quarters at 380 Madison Ave., the 
agency is continuing to grow. From 
four recent solicitations, Lennen & 
Newell’s presentation (only an hour 
long in at least one instance) copped 
three new accounts. 

If the agency’s technique were to 
be put into a single line, it might 
read, “To tell the best possible story 
at the cheapest possible cost.” Obvi- 
ously, that advertising goal embraces 
at least three important components, 
copy, media and merchandising, but 
before any of those, Lennen & Newell 
makes a general’s study of its oam- 
paigns with thoreugh and revealing 
research. 

Mr. Toigo, whose background in re- 
search reads like a Euclidean table, 
explains, “I have a simple theory: 
You have a product. You have a con- 
sumer. Your business is to get them 
correctly related.” The correct relation, 
obviously, is to have the consumer buy 
the product. And the Toigo theory is 
that research should begin in advance 
of planning a specific advertising cam- 
paign—should indicate “what to do” 
more than “whether what you’re doing 
is correct.” One part of that difference, 
of course, is a solid evaluation of com- 
petition. In the past few years, Lennon 
& Newell has spent a sum in excess of 
$3 million—from its own pocket—on 
that kind of study. 

The agency president has good rea- 
son to bank on research; he has found 
it a reliable friend ever since his youth 
when he sometimes helped his older 
advertising cousin, John Toigo (now 
a partner in Biow-Beirn-Toigo) . Work- 
ing on a survey for Armour’s Dona- 
Castile soap, Adolph found little cor- 
relation between “what people living 
in high buildings were saying about a 
product” and the reasons why con- 
sumers were buying it. 

So when young Adolph Toigo got 
his Ph. D., having worked his way 














through the Univ. of Chicago, he 
joined the research dept. of the John 
H. Dunham Co., Chicago, from 1929 
to 1936. Then he moved on to Benton 
& Bowles, New York, becoming head 
of their research dept. before he left 
in 1940 to serve as a vice president of 
Geyer, Cornell & Newell (now Geyer, 
Inc.). Three years later, he moved to 
William Esty Co. as vice president and 
director of research, stayed on for ten 
years. When H. W. Newell helped re- 
organize Lennen & Newell (then Len- 
nen & Mitchell) in 1952, Toigo was 
called in as executive vice president. 
He assumed the presidency upon the 
death of Mr. Newell last December. 
“Research,” says the soft-spoken 
Toigo, “can help take the mystery out 
of this business.” Events have borne 
him out. With television, for example, 


“This agency did things way back 
when there were only 500 sets in the 
whole country, that had a great deal 
to do with our growth.” (In that 
same period, Lennen & Newell’s tv 
budget has zoomed from $500 a week 
to $.5 million.) “The soundness with 
which an agency approaches the trends 
in this area has a lot to do with the 
growth of the agency,” he adds. 
Television, alone, will account for 
an estimated 35 per cent of the agen- 
cy’s $36 million this year. With radio, 
which it outweighs about four :o one, 





it delivers a major amount of the 
total agency volume. 

But the starting point for research, 
according to its director, vice president 
Christopher Sante, is the first general 
draft of an advertising plan, defining 
the “base lines” within which the 
other departments work. That auto- 
matically leads to close interrelation 
of all departments (whose heads are 
all on the same horizontal level of the 
agency's pyramidal structure). But, 
says Sante, we try “not to get in the 
way of creative efforts. . .. We try only 
to provide the channel markers for 
them.” In short, research gives every- 
one, “instead of a guess, a pretty 
complete idea of what the consumer 
wants.” 

Mr. Sante decries the term “moti- 
implies that 


vation” research. “It 


President Toigo (center), his executive vice president (next right) and a management group talk turkey 


we've changed what we're doing— 
(Lennen & 


Newell’s 22-man research department 


we've always done it.” 


fulltime psychologist.) 
other methods, 


includes a 
“Like our 


that investigates motives,” he explains, 


research 


“is just another tool. We use it when- 
ever it fits.” 

Starting with “the whole image of 
the product,” including its name and 
package, the research department em- 
phasizes why the consumer buys. Find- 
ing that people buy liquor for its taste, 
the department urged that Calvert copy 








































emphasize that angle. The result: Cal- 
vert’s notable print campaign which is 
keyed to the slogan, “Smoother going 
down.” Research was also responsible 
for a change when it discovered that, 
although Bromo-Seltzer was being sold 
as a hangover cure, people were buying 
it to ease indigestion. The result: Bro- 
mo-Seltzer’s 


campaign was quieted 


down to stress the reliability and 
healthful qualities of the product. And 
for television, the agenc’, selected 
Janet Dean, Registered Nurse as an 
appropriately dignified and correlated 
program. 

The lines between research and me- 
dia, as with other departments, tend 
to coverage: 

Media, says vice president and de- 
partment director Anthony DePierro, 


starts by defining the product market 





in terms of people as well as geo- 
graphy. Then the department assesses 
all media capable of covering that 
market, comes up with a suggested 

list and finally makes the purchase. 
The stress is put heavily on budget, 
“a very serious note in this agency,” 
DePierro explains. Even a slight, frac- 
tional difference in cost-per-thousand 
can add up, he explains, to an enor- 
mous amount when it is compounded 
in terms of total audience, full run of 
the contract and the entire marketing 
(Continued on page 114) 





a@ series 
of product group 


success stories 


1 The bakery business 





aking, a $4.5-billion industry*, 

has to know which side its bread 
is buttered on. Advertising-wise, the 
answer is television. Not only has the 
baking industry a long-standing record 
of tv sponsorship, but each year more 
and more bakers, as they once tested 
oven-new loaves with straws, are test- 
ing tv with spot buys. 

There are many reasons why tele- 
vision fits so neatly into their adver- 
tising recipe, most of them dependent 
on the nature of the product and, of 
course, the industry’s development: 

For one thing, the field is hotly 
competitive, and bakers have learned 
to be very promotionally minded. 
Among the first users of skywriting, 
bus-top and bus-bench advertising, 
Davy Crockett and 3-D comic books, 
they were on the alert for tv. 

Another advantage is that bakers, as 
steady buyers of radio, have a famili- 
arity with broadcasting that made the 
transition to tv almost effortless. The 
leading companies have been in video 
from its inception, and others have 
been forced by competition to follow 


*U. S. Census Survey, 1953. 
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the pattern set by the leaders. 

Further, bakers have been inspired 
to move into the audio-video medium— 
frequently in addition to their radio 
campaigns—because one of their pri- 
mary sales points, appetite appeal, is 
easier to show than describe. 

Another pro-tv factor is that bakers, 
especially those who rely on bread 
sales for their overall volume, depend 
heavily on brand identification. Being 
able to show their own wrapper on tv 
is an excellent prelude to making the 
sale in a supermarket, where the house- 
wife is left to choose from many 
wrappers and many brands, all stacked 
together on one gondola. 


Family Medium 


Bakery goods are products that are 
consumed — and frequently purchased 
—by any member of the family. 
Similarly, tv is a family medium, 
directed less at a specific audience 
group than, say, the average magazine. 

But here the nature of the baking 
field imposes itself on the advertising 
pattern. To quote one account execu- 


tive, “There is no such thing as a 


national bakery.” Obviously, it is un- 
economical to bake bread in New York 
and try to deliver it fresh on the west 
coast, in competition with California 
bakeries. As a result, the industry is, 
at its divided 
regional companies, more usually, how- 
ever, among local operations. 


strongest, among 


The most recent government count 
indicates there are some 27,000 
bakeries in the United States, only 
7,000 of which have an annual gross 
over $50,000. But those 7,000—just 
35 per cent of the total—do 90 per cent 
of the industry’s business, according 
to Bakers Weekly, a spokesman for the 
field. That means a great majority of 
the business (and the total advertis- 
ing budget) is handled by a relatively 
small number of very large plants. 

These leaders, however, because their 
operations, too, remain regional, pre- 
fer not to employ advertising media 
on a national basis. The advertising 
manager for one figures a minimum 
waste coverage of 25 per cent for every 
magazine ad he places. Even the 























The industry’s advertising pattern makes television a natural 


important National Biscuit Co.—listed 
as a cookie-cracker manufacturer 
rather than a baker, a maker of perish- 
able goods—while able to buy tele- 
vision nationally, prefers to make spot 
buys. For the fourth quarter of 1954, 
National Biscuit placed 10 schedules 
on a total of 262 stations, rating No. 


3 among spot tv advertisers. 


It is these regional leaders, of 
course, who have become the tv 
pioneers: 


e The largest company in the field 
is Continental Bakeries of New York 
(Wonder bread and Hostess cakes). 
Continental reportedly spends over $5 
million on advertising annually, of 
which an estimated 35 per cent goes 
straight into television. 

Continental first dipped into broad- 
casting in the Thirties and, since its 
built up a_near-20-year 
record of uninterrupted sponsorship on 
the CBS Radio network, currently 
backs Make Up Your Mind daily. 
When television arrived, Continental 
added it, too, and has made regular 
use of it since. Right now, it sponsors 


start, has 








two 15-minute segments per week 
(Wednesday, 5:30-6 p.m., EDT) on 
the NBC-TV network. 

The company also has a light spot 
schedule, limited because Continental, 
through the Ted Bates agency, prefers 
As top-notch 
spots become availabie, however, Con- 


high-rated adjacencies. 


tinental snaps them up and, working 
on a long-range tv plan, intends to 
hold onto them. 


Family Taste 


e Another of the big boys is the 
Gordon Baking Co., Detroit, which 
sponsors Kukla, Fran and Ollie co-op 
on ABC-TV. Gordon, too, has been a 
radio-user since the Thirties, was the 
original and enthusiastic backer of 
The Lone Ranger (Silvercup bread) 
for years. 

The company started buying tv as 
soon as it became available and con- 
tinued its radio format by backing 
western films. After several different 
children’s shows, Hopalong Cassidy, 
Rootie Kazootie and Rocky Jones, 
Gordon has settled on Kukla. Spokes- 





man for the agency, D’Arcy Advertis- 
ing, says the client is particularly 
pleased with the consistently good 
“family kind” of taste demonstrated 
by the program. 

(An interesting note on Gordon is 
that it is managed by a foundation, 
now owned and operated by heirs of 
the company -founder. Nevertheless, 
the foundation’s officers have shown 
themselves to be enthusiastic support- 
ers of buying tv.) 

Making no effort to compete with 
the giant Continental Bakeries, Gordon 
restricts its tv predominately to its 
centered by New 
On tele- 


vision, as on radio, it backs up pro- 


marketing areas, 


York, Detroit and Chicago. 


gram-buys with steady and extensive 
spot usage. Sales results have endorsed 
the method, with Gordon now the No. 
1 bread in the New York area. 

e The Ward Baking Co., New York 
(Tip Top and other special breads, 
cakes) focuses its market on 23 cities 
east of the Mississippi. The company 
uses television in all but one of them 

(Continued on page 120) 
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Tennessee Ernie Ford 


Red Foley (below) 


“Here-growed” music 


is emcee of ABC-TV’s live Ozark Jubilee 

















try music in New York City than 

in any other city in the nation. 
Surprised? Well, you needn’t be. 
It’s only because there are more people 
there than in any other American city. 
Chicago, Los Angeles, San Francisco 


Fic. are more devotees of coun- 


and Boston are also big country music 
centers, and the percentage of people 
whose feet start tapping when a good 
country string band starts to roll out 
the “beat” is just as big, or bigger, in 
Waterloo as in Washington, D. C. 

One of the proud claims of the 
grandaddy of all country music radio 
programs (it, too, has now been seen on 
tv), Grand Ole Opry, is that more than 
20 per cent of all the records sold in 
this country are made by stars who 
were once on that show. Roy Acuff, as 
an example, has sold more than 21 
million platters on the Columbia label. 
Red Foley’s record sales total more 
than 24 million. 

With that kind of ready-made audi- 
ence it is not surprising that ABC-TV 
has found a prompt acceptance for 

zark Jubilee, their new live country 
music show, which now appears regu- 
larly from 7:30 to 9 p.m., Saturday 
nights, on 62 ABC-TV stations. 


Foley Gets Flood of Mail 


In the nine days after Ozark Jubilee 
went on the air, Red Foley, its star and 
master of ceremonies, received 20,222 
cards, letters and wires from every one 
of the 37 states where the show is tele- 
cast. 

Sen. Herman Welker (R., Idaho) 
wrote, “Congratulations on your most 
wonderful debut on tv. You have been 
my star for more years than I like to 
remember.” A lady in Long Beach, 
Calif., expressed her enthusiasm this 
way: “Please keep your program com- 
ing to the West Coast. It was like a 
fresh breeze after much California 


A doctor in Nashville said, 
“Just a note to let you know how much 
I have enjoyed your tv show. The 
people of Nashville have always been 
proud of you. Your leaving was a great 


” 
smog. 


loss to this area; however, seeing you 
on tv has cushioned that loss to some 
degree.” 

Other letters were cast in the same 
mold and were typical of widespread 
enthusiasm, not only for the Foley 
show, but for other country music 
programs which are appearing on 
television. 


What Is the Difference? 


What makes “country” music differ- 
ent from “pop” music? For the answer 
let’s go to a real expert, E. E. “Si” 
Siman, co-producer with John Mahaf- 
fey of Ozark Jubilee, both 
growed” in the Ozark country and 


“here- 


veteran country music distributors and 
syndicators, as well as producers. 

“Well,” says Si, “it really depends 
on who’s doing it. The earmarks of 
country music are strings. The com- 
binations are the guitar, electric gui- 
tar, steel guitar, fiddle and bass fiddle. 
Drums and piano are relatively new 
but give modern country music a bet- 
ter rhythm section.” 

“There’s a Red Foley record called 
Hearts of Stone”, he explains. “It is a 
hit in all the fields. The song is not 
‘pop’ and it’s not ‘country’, it’s not 
rhythm blues. The treatment it is given 
depends on the singer. You can take 
it to a ‘pop’ singer and it’s a ‘pop’ 
record. You can take it to a ‘country’ 
singer—it’s a ‘country’ record.” 

But, Siman points out, it’s the 
“country-style” Foley record and not 
any of the dozens of more formal 
styles offered that has put Hearts of 
Stone among top tunes in the country 
for many weeks. 

A great many records that originate 


in the “country” field go into “pop” 
but few make the return trip. One rea- 
son for this is that it takes only five 
or six musicians to create a “country” 
record, but when “pops” are involved 
a full orchestra of thirty or forty musi- 
cians is needed and it’s a more expen- 
sive operation. So more country rec- 
ords are made and released. 

“You'll find that seven of the ten 
biggest hits BMI has had have come 
out of the country field,” Si explains. 
“Examples would be Tennessee Waltz, 
which was recorded by Peewee King 
first; Your Cheating Heart, and Hey, 
Good Looking, written by Hank Wil- 
liams, and Let Me Go Lover. 

Let Me Go Lover was originally re- 
leased about four years ago under the 
title Let Me Go Devil but never was a 
big hit until the theme phrase was 
changed. Mr. Siman explains that 
easily. “We've found that about 80 per 
cent of the records are purchased by 
girls between the ages of 12 and 30. 
Primarily, they are interested in men, 
so the lover angle has more appeal 
than the devil angle. They like to be 
jilted, but they sure don’t want to be 
accused of being the jilter.” 


Barn Dance Is Pioneer 


The oldest country music program 
or. television may well be Kling Film 
Productions’ Old 
Dence which was first syndicated in 
Chicago in 1950. This 26 half-hour 
series features such stars as Tennessee 
Ernie, Homer & Jethro, Lulabelle & 
Scotty, Salty Homes, Kenny Roberts, 
Williams, Polk 


County Boys, Peewee King and his 


American Barn 


Kay Brewer, Tex 


Band, Neal Burris and Merle Travis. 
Bill Bailey is master of ceremonies. 
The Kling series has already played 
in 102 markets throughout the country 
and has had as many as four runs in 


(Continued on page 122) 


Whether it’s live or on film, city folks like country music 
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costs/ (sales 


New England agency tells 


secret of its money-saving, 


high-selling commercials 


N“ Englanders are noted for their 
thrifty ingenuity, and the How- 


ard-Wesson Agency, Worcester, Mass., 
Its latest 
demonstration, well worth copying by 


has proved no exception. 


the way, occurred with a series of 
The 
client: Worcester Baking Co. The prod- 
uct: Town Talk Bread. The program: 
Kukla, Fran and Ollie delivered live 
from Chicago. 


money-saving tv commercials. 


The commercial technique is called 
“Craft-Cue” by agency head Milton L. 
Fitch. who says it should probably 
be spelled with a “K.” since “it 
got its start in imitation of the Kraft 
cheese, live camera commercials.” The 
object is to stage the product and 
appropriate props with major emphasis 
and minimum distraction. 
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For example, the commercials start 
in low key for both audio and video, 
Mr. Fitch explains. “No blasting fan- 
fare or fast-talking sound, no blaze of 
brilliant beauties or orthodontic grins,” 
he says. “Just a man’s hat obviously 
coming off a head—camera following 
—and ‘I’m taking my hat off to the 
way the women of Worcester plan so 
many different and interesting meals’.” 

The audio and video are carefully 
synchronized. All voice is offstage (in 
a booth), read from a carefully timed 
script. “Both voice and camera-shift 
temp increase to final pitch,” the 
agency man explains. 

An important factor in the commer- 
cials is careful attention to details. 
Props, when possible, are made into 
personalities. An old iron trivet, for 





instance, is coupled with a steaming 
teapot to represent “grandmother.” Or 
the announcer’s mention of “latest dia- 
tetic figures” brings glasses, a pipe and 
statistical tables on camera. 

And since the bread commercials 
are sandwiched by Kukla, Fran and 
Ollie, the Kuklapolitans’ equipment 
also comes into play. The 15-second 
opening and closing spots, for exam- 
ple, use a facsimile of Tillstrom’s stage. 
Next, the title curtain rises to show— 
Town Talk bread. Sometimes, Kukla, 
himself, will appear with the product. 

Howard-Wesson has also taken spe- 
cial care to show the product in its 
best light, literally. “We believe a cer- 
tain amount of small flare from cello- 
phane is not objectionable but adds to 
the crispness and stay-fresh qualities 
of the wrapping,” Fitch reports. “After 
experimenting with ‘dusting,’ poly- 
ethylene wraps, trick lighting and the 
like, we have found best results come 
from high, broad, general lighting of 
naturally painted, hand-carved, wood- 
en loafs wrapped tightly in cello- 
phane.” Painting the brand name on 
the outside of the wrapper also makes 
for greater contrast and legibility. 


Coincidence Often Helps 


The commercials are written two 
weeks ahead of program time and 
camera angles are worked out more 
than seven days in advance. Even so, 
coincidence sometimes gives a helping 
hand. One plug was keyed to the 
question, “What’s for breakfast on a 
cold New England morning?” The 
camera showed a “cornflake” snow 
and a colonial window, before dollying 
through to eggs popping on a frying 
pan and, of course, toast made of 
Town Talk bread. Unexpectedly, the 
commercial hit Worcester on the same 
night as a heavy blizzard. 

The agency has charted specific use 
for the four spots on each program: 
the 15-second opening is always for 
white bread, for instance, while the 
60-second first commercial features a 
specialty loaf, such as oatmeal or rye. 
Furthermore, each day has its own 
theme: Wednesdays stress diet and 
Fridays, sports. And every Thursday, 
all nine of the sponsor’s bread prod- 
ucts are shown as a weekend shopping 
suggestion. 

Thomas C. Sawyer, program direc- 

(Continued on page 65) 














S pot (Continued from page 41) 


Cadillac, a Division of General 
Motors, is expected to use more spot 
tv this fall. MacManus, John & Adams 
is the agency. 

Chrysler Division, of the Chrys- 
ler Corporation, is hypoing its drive 
to sell a million cars in 1955 with a 
series of special commercials which are 
being distributed to dealers for local 
placement. 

Dodge, a Division of Chrysler 
Corporation, was in 75 markets last 
year when the new model was an- 
nounced. The schedule is expected to 
be expanded this year in spite of net- 
work activity. Grant Advertising is the 
agency. 

Ford Motor Co. was in 184 mar- 
kets last fall* and is expected to be busy 
again this year. Ford spot time, bought 
through dealers, has been continued on 
a fairly constant basis throughout the 
This plan holds hard-to-get- 
good-time for special campaigns. In 
New York, Don Jennings, of Fordham 
Motor Sales, head of the Ford Dealers 
Association, says: “In addition to the 
network show which Ford Dealers 
sponsor, we in this area have news and 
weather programs on three other 
nights. We like programs better than 
announcements. 


year. 


Programs don’t in- 
terrupt the continuity, are more effec- 
tive and our commercials stand alone 
and are not confused with the next 
product’s announcements. We feel that 
our present schedule will be enough 
coverage when the °56 car comes out.” 
The pattern in the past, however, has 
been for dealers to increase saturation 
when a new car is announced. J. 
Walter Thompson is the agency for 
Ford Dealers. 

Goodyear Tire & Rubber Co. 
is planning a fall series based on its 
long-time radio show The Life of 
Christ. Kudner is the agency. 

Oldsmobile, a Division of Gen- 
eral Motors, is sponsor of a summer- 
time film The Patti Page Show in 150 
markets and is expected to be active 





* When number of markets is mentioned, 
it includes the number of campaigns (or 
schedules) as well as the stations used in 
each campaign. Ford, for example, adver- 
tised Ford cars on 138 stations; trucks, on 
12; cars and trucks, on 13; Lincoln cars, on 
4; Mercury, on 7, and Lincoln and Mercury, 
on 10. The total is 184. The same method 
is used to compute the number of markets 
throughout the article. 


again in the fall. D. P. Brother & Co., 
Detroit, is the agency. 

Pontiac, a Division of General 
Motors, last fall used 92 stations for 
its new car announcements. The cam- 
paign is expected to be at least as 
strong this year. MacManus, John & 
Adams is the agency. 

Shell Oil Co. (J. Walter Thomp- 
son) will continue its stepped-up tv 
spot schedule through the fall. 


BEER AND WINE 

Liebmann Breweries will 
tinue its schedule of syndicated film 
shows for its Rheingold beer. Agency 
is Foote, Cone & Belding. 

Monarch Wine Co., a heavy spot 
user in the spring, will expand its 
schedule again in the fall. Reports are 
that the company had a “fabulous first 


con- 


quarter” due in large part to tv spot. 
Emil Mogul Co. is the agency. 

Pfeiffer Brewing Co. will con- 
tinue through the fall with its present 
schedule of sports shows and local fea- 
tures in Michigan, Illinois and Indiana. 
Maxon, Inc., is the agency. 

Jacob Ruppert Breweries will 
continue to 


use spot in about ten 


markets. 


DRUGS AND REMEDIES 

Anahist Co. will be active through 
its agency, Ted Bates & Co. Last year 
they were on 117 stations. 

Block Drug Co., which used 139 
markets last year, spends all of its 
budget in spot television. George J. 
Abrams, vice president and advertising 
manager, says: “We are doing an in- 
creasing amount of buying which will 
reach its peak in the fall. At the pres- 
ent time there are better availabilities, 
but it won’t be that way later. Good 
time slots will be very hard to find then. 
What we do is buy now and save the 
time periods for fall for other products. 
We also are buying half-hour film 
shows in order to help us keep the time. 
We buy all our schedules on a 13-week 
basis but usually renew. In addition to 
our present line-up — in over 100 sta- 
tions — we will need more spots for the 
fall. We have already introduced two 
new products, Nytel and Sentrol. We 
have two more coming up; one in the 
summer and one in the fall. We will 
need spot times for all of these.” 

Bristol-Myers, while primarily a 
network advertiser, will use some spot 


this fall. Donald S. Frost, director of 
advertising, says: “We use tv spot pri- 
marily to give additional local weight 
and for going into test markets for new 
products. We are reviewing the situa- 
tion now and in July should have plans. 
We were heavy spot users early this 
year for Ipana and Bufferin and will 
probably come up with some spot for 
fall.” 

Carter Products Co., last fall on 
123 stations, is expected to be a big 
user again this year. Philip Richard- 
son, vice president in charge of adver- 
tising and sales, says: “We don’t use 
ID’s, we use one-minutes. We feel that 
the time is needed for our products to 
get our message across. We've always 
used tv spot and will probably use 
more this fall.” 

Mentholatum Co., Inc. is strong- 
ly considering the possibility of using 
spot tv this year. J. Walter Thompson 
is the agency. 

Miles Laboratories, Inc. is using 
around 100 markets and is expected to 
“up” its coverage as the “cold” season 
approaches. Last year the firm used 
162 stations and this year’s total will 
probably exceed that number. Geoffrey 
Wade Adv., Chicago, is the agency. 

Musterole Co., while it had no spot 
record last year, is expected to use 


(Continued on page 50) 
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some spot in 1955 through its agency 
Erwin Wasey & Co. 

Vick Chemical Co. likes spot be- 
cause of its flexibility since they are 
largely seasonal advertisers. All four 
divisions of the company are now 
formulating plans. A company execu- 
tive summed it up: “We have had a 
spectacular sales increase and since tv 
spot has helped in this increase, what 
would you do? The plans for fall are 
~ not fully set yet, but it wouldn’t be 
wrong to look for a step up.” Last fall 
Vick’s Vaporub used 115 stations. 

Whitehall Pharmacal Co. (A 
division of American Home Products 
Corp.) has greatly increased its spot 
budget for Anacin, Kolynos (both 
Biow) and other products. The com- 
pany will be active in network with 
alternate sponsorship of Name that 
Tune and two soap operas on CBS 
Television, Love of Life and Secret 
Storm but this will not cut into spot 
schedules. Last fall Anacin was active 
in 79 markets. 


Zotex Pharmacal Co. placed a 
spring campaign for its Triocin on a 
co-op basis and is expected to do the 
same thing this fall. Agency is Erwin 
Wasey & Co. 


FOOD AND FOOD PRODUCTS 

Carnation Co. is planning to pro- 
mote its new chocolate malt on spot 
television. The product was in over 60 
markets last year. Erwin Wasey & Co. 
is the agency. 

Continental Baking Co., with 
Ted Bates as its agency, is currently 
using spot in 135 markets for its 
Wonder Bread and cakes. In the fall 
“there will be a certain amount of ad- 
justment but not much change in over- 
all total,” according to Lee Mack 
Marshall, advertising manager. Con- 
tinental’s schedules include films, par- 
ticipations and live shows. They are 
sponsoring CBS Film’s Annie Oakley 
in five markets and Ziv’s Cisco Kid in 
two. In other markets the company has 
adjacencies and participations in many 
types of children’s shows. In some 
cases it is sponsoring the entire pro- 
gram. 

General Baking Co., which used 
seven markets last fall, is interested in 
more spot. A. Waldron Stone, adver- 


tising manager, says: “We like tv spot 
and use it. It’s too early to tell now 
just exactly what our plans are but we 
expect to be in tv spot in the fall.” 
General Foods Corp., which last 
year was on 19] stations, will continue 
“using spot” according to John E. 
Brady, tv and radio coordinator. Since 
all divisions of the company operate 
independently the exact quota for each 
is not available. Jello, serviced by 
Young and Rubicam, last year used 
spots in 23 markets. The biggest spot 
user among General Food divisions is 
Maxwell House Coffee, Benton & 
Bowles, which used 84 stations last year 
for its instant coffee, eight for regular. 
Heinz Co.’s film series under the 
title Studio 57, is currently in 37 mar- 
kets. They are discussing the possi- 
bility of expanding it to other markets 
this fall. Maxon, Inc. is the agency. 


Minute Maid Corp., which used 
only three stations last fall, is ex- 
pected to step-up this year. Ted Bates 
is the agency. 

National Biscuit Co., which last 
year used 262 stations for its several 
products, will be active. Harry F. 
Schroeter, director of media, says: 
“Spot tv gives us an opportunity to buy 
markets as we need them for our 
products. It is a most elastic medium. 
Twenty seconds dominate in the eve- 
ning — you can’t buy anything else. 
But during the daytime, for children, 
you need one-minutes. You need the 
time to get your message across.” 


Peter Paul, after a slack summer, 
is planning a bigger spot drive this 
fall. Extent of the campaign in various 
markets will depend on local weather 
and national ehocolate prices. Dancer- 
Fitzgerald-Sample is the agency. 

Pillsbury Mills will use Stars of 
the Grand Ole Opry in a number of 
markets this fall. Forty markets have 
already been contracted. Campbell- 
Mithuse, Minneapolis, is the agency. 

Standard Brands, large user of 
spot for nearly all of its many prod- 
ucts, is expected to continue active this 
season. Spot pattern for Fleischmann’s 
Yeast calls for resumption in Septem- 
ber. J. Walter Thompson is the agency. 
Royal Desserts were pushed on 63 
stations last fall and Blue Bonnet Mar- 
garine on 68. Ted Bates is the agency 
for these two products. Standard 
Brands products were on 228 stations 





during the first quarter of 1955. 

Swift & Co. is considering a spot 
campaign on its new quick-frozen 
southern fried chicken. Dealers have 
been using spot on this new product 
in a few markets. McCann-Erickson, 
Chicago, is the agency. 

Ward Baking Co. will continue 
its current programs and announce- 
ments through the fall season. Agency 
is J. Walter Thompson. 


JEWELRY, OPTICAL GOODS 
& CAMERAS 

Benrus used 46 markets last year 
and will be in at least as many again in 
1955. Biow-Beirn-Toigo is the agency. 

Buxton Inc., billfold and wallet 
manufacturer, is expected to use more 
spot tv this fall as a result of the test 
it conducted for Father’s Day buying. 
Doyle Dane Bernbach, Inc. is the 
agency. 

Bulova Watch Co. is again going 
heavily into tv spots in the fall. On 
Sept. 26 they begin a co-op campaign 
with dealers in 170 markets using 13 
Screen Gems re-runs of Ford Theatre. 
At the same time they have a schedule 
of re-runs for Fireside Theatre. In addi- 
tion to these the company is planning 
a spot campaign of its own, plans for 
which are not yet complete. 


SMOKING MATERIALS 

Brown & Williamson Tobacco 
Corp. last year used 422 stations and 
is expected to use at least as much this 
fall. Ted ‘Bates & Co. is the agency. 

Liggett & Myers, after their suc- 
cess in introducing their filter cigarette 
on spot tv, has become a steady and 
important spot advertiser. 
pected that their schedule may be in- 
creased again in the fall. Cunningham 
& Walsh is the agency. 

P. Lorillard and Co., on 64 sta- 
tions last year for Old Gold’s, is ex- 
pected to be active this fall. Lennen 
& Newell is the agency. 

Philip Morris is turning to spot 


It is ex- 


as outlined earlier in the story. 


R. J. Reynolds Co., a heavy spot 
user last year, is expected to be in the 
medium again this fall. William Esty 
is the agency. 


SOAPS, CLEANSERS AND 
POLISHES 
B. T. Babbitt, Inc. is in the proc- 
(Continued on page 52) 
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INCREASE Your Television 


or Radio Station Income 


MONEY NOW! Korber Associates has the know how 
and the sales force to increase YOUR Television or Radio 
Station income immediately. 


AUDIENCE PROMOTION! In addition to bringing in 
immediate dollars the Korber Associates plan includes a 
complete audience promotion kit with many valuable prizes 
in which YOUR Television or Radio Station audience shares. 


NEW ACCOUNTS! Korber Associates works from a re- 
stricted account list and does not compete with your local 
sales force but actually aids that group by bringing many 
new accounts into YOUR station. 


GUARANTEE! Korber Associates guarantees satisfaction 
to the accounts he sells and to YOUR Television or Radio 
Station. That is why, Korber, “he’s always welcome back!” 
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ess of getting its final budget approval 
from the board on fall plans, accord- 
ing to John E. Phillips, advertising 
manager. Spot will represent the entire 
television budget. After being off for 
the summer the company will come 
back in the fall for a seven-to-ten-week 
saturation campaign. For a two-week 
period during the campaign frequencies 
will be doubled. While the total appro- 
priation will not be revealed it will be 
“considerable.” In the first half of 
1955 the company spent more on spot 
than during the first half of 1954 and 
this pattern is expected to be followed 
in the fall. Last fall Babbitt was in 99 
markets for Bab-O (D-F-S) and in 10 
for Glim (Harry B. Cohen). 

Colgate-Palmolive Co. will be 
very active in spot this year. Last 
autumn the company placed spots on 
205 stations, the top three products 
being Colgate Shave Cream (43 mar- 
kets), Vel detergent (35) and Palm- 
olive Shave Cream (33). 


S. C. Johnson & Son, through 
Benton & Bowles, is expected to place 
some spot this fall for the company’s 
Electric Polisher-Scrubber, Paste Wax 
and Jubilee Kitchen Wax. 


Procter & Gamble, biggest user 
of spot last year (491 stations) and 
again this spring (749 stations) will 
probably continue to lead the field with 
spot being used heavily in the intro- 
duction of new products. While the 
big firm’s specific plans are closely 
guarded both by its many agencies 
and company officials, Paul Huth, di- 
rector of media, made the following 
general statement to TELEVISION AGE: 

“Our use of spot tv is influenced 
primarily by our test marketing opera- 
tions and by the advertising require- 
ments of brands which are not yet 
completely national. Obviously, a brand 
which wants television and is not na- 
tional is going to have to use spot. 

“The extent of our use of spot tv 
next fall, therefore, depends on the 
expansion plans of brands now in test 
markets. These plans are not yet form- 
ulated and are always subject to revi- 
sion. It therefore is impossible to say 
whether our use of spot tv next fall 
will be greater or less than in the past. 

“We look to our advertising agencies 
for recommendations concerning the 
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use of media. However, so far as we 
know, there has been no change in the 
basic attitude of our brands toward 
spot television.” 


TOILETRIES AND TOILET GOODS 

Lehn & Fink Products Corp., 
big users of spot in 1953, used only 13 
markets in 1954 for their Dorothy 
Grey preparations and Lysol (Lennen 
& Newell) Etiquet Deodorant (McCann- 
Erickson) and Hinds Honey and 
Almond Cream (McCann-Erickson). 
This year they are sponsoring the re- 
runs of | Love Lucy until the end of 


NOW! — A Second Printing 


the year and will not be heavy spot 
buyers. 


Helena Rubinstein, Inc. will cut 
back in the summer but return in the 
fall. Ogilvy, Benson & Mather is the 
agency. 

Sales Builders, Inc., makers of 
Max Factor products, will use spot tv 
in September to bring out their new 
Red Tape lipstick. 


J. B. Williams is considering a fall 
spot campaign for its electric shaver 
and other products. J. Walter Thomp- 
son is the agency. 


"32 TELEVISION TALKS" 


transcribed from the 


BMI TV CLINICS —1954 


Combines the knowledge and 
experiences of 32 TV leaders 
in every phase of TV 
programming and production 
... factual, informative and 
down-to-earth talks by men 
who have been in the 
industry from the ground up. 








Published by BMI at $7 and 
made available as an industry 
service at the cost of transcribing 
and printing — $4.20 post paid. 




















“32 Television Talks” is an entirely fresh 
and stimulating report of the BMI TV 
Clinic sessions conducted in New York, 
Chicago and Los Angeles during 1954... 
a new and up-to-date book which follows 
2 oo o TV Talks,” published in 


“How to do it” is the theme of “32 TV 
Talks,” with complete data on such vital 
topics as: film buying and film program- 






ming ... news cnd special events . . 


. educational and 


twists in production . . 
i low cost 


commercial programming .. . lb 
production . . . local programming ... 
promotion and public relations . . . ideas 
and imagination .. . as well es dozens of 
other essential elements in TV. 


In addition to the 32 talks, the book in- 


cludes transcripts of the QUESTION and 
ANSWER periods of the Clinics. 


If you attended one of the BMI TV Clinics you only heard about 1/3 of the talks. 





BROADCAST MUSIC, INC. 


589 FIFTH AVENUE, NEW YORK 17, N.Y. 
NEW YORK @ CHICAGO @ HOLLYWOOD @ TORONTO @ MONTREAL 
































Film Sales 


At the recent third annual national 
sales meeting of ABC Film Syndica- 
tion, Inc. held in New York, there was 
a panel discussion on “The future, the 
faults and the opportunities of the syn- 
dicated film industry.” The three par- 
ticipants—producer Don W. Sharpe, 
Ray Nelson, national spot sales man- 
ager of TvB, and Ted Cott, general 
WABD New York—came 


through with some opinions that are 


manager 


both stimulating and challenging. 


Producer Sharpe for instance, opined 
that since the salesman in the field is 
closer than anyone else in syndication 
to the buyers of programming, it is his 
responsibility to be alert to trends and 
to advise on local program needs. (Ap- 
ropos of this, some syndicators, ABC 
and MCA among others, never buy or 
originate a new property until the sales- 
men give their approval. It certainly 
seems the better part of profit for all 
producers to “ask the man who sells it” 
before undertaking a production.) 


Mr. Nelson pointed out that good 
programming is the best guarantee any 
advertiser has to get desirable time in 
the markets of his choice. He also 
urged that salesmen should be able to 
break down the still-too-common argu- 
ment that network programming offers 
more prestige than national spot. The 
public wants good entertainment, Mr. 
Nelson declared, and doesn’t care about 
its origin. 

Mr. Cott took up the sensitive matter 
of handling re-runs. If re-runs get the 
same intelligent programming and mer- 
chandising, Mr. Cott pointed out, and 
are offered as much enthusiastic promo- 
tion and selling as are given films the 
first time out, they can successfully 
compete with all kinds of shows. He 
also emphasized that unless the sellers 
of film programs showed the proper 
amount of respect for their properties 
—and avoided price cutting and other 
bad practices—they can’t expect the 
viewing public to do so. 

Al) three speakers on the panel 
were in complete agreement, however, 
that the salesman in the field plays a 
key role in the growth and development 
of the syndicated film industry. The 
complete function of the film salesman 


is not only to put his fingers on the 


purse of the film-buying _ stations- 


agencies-clients but also on the pulse 
of the film-viewing public. Both func- 
tions must go together. 


Syndicated Films 


CBS-TELEVISION FILM SALES, INC. 


Gene Autry 

WBBM-TV Chicago; WHIO-TV Dayton, 
Miami Valley Milk Producers Assoc., (Re- 
newal) ; B-TV Great Falls, Beatrice 
Foods £ Mid- net Britane, (Renewal) ; 
LO-TV Mason 
(Renewal) ; 
WICS-TV 
Springfield, Tll., Annhein Baking, (Re- 
newal). Quality Bakers s sponges a in fol- 
lowing markets: WMT-T Cedar Rapids, 
Trausch ones Co. & Sanitary Farm Dairy; 
W. Johnson City, Hecht’s Bakery; 
KXJB-TV Valley City, Regan Bros. Co., 
(Renewal). 


The Cases of Eddie Drake 

WGTH-TV Hartford, Conn., Consumer Sales 
Co.; KLFY-TV Lafayette, La.; WPIX New 
York. 

The Files of Jeffrey Jones 

KLFY-TV Lafayette, La. 

Life With Father 

KLFY-TV Lafayette, La.; KNXT Los An- 
geles; WPIX New York. 

Newsfilm 

WMAR-TV Baltimore; WTVJ-TV Miami. 
Annie Oakley 


KLFY-TV Lafayette, La.; KTVO-TV Ot- 
tumwa, Iowa. 

Carnation Co., (Friskies dog food), sponsor- 
ing in following markets: WHO-TV Des 
Moines, KWTV Oklahoma City, WTVR-TV 
Richmond, KSD-TV St. Louis, WRGB-TV 
Schenectady, WHEN-TV Syracuse. 

Range Rider 

WBZ-TV Boston; KMJ-TV Fresno; —er- 
TV Lafayette, La.; KLAS-TV Las Ve 

M. J. Ritter Plumbing Co. & Foodland ~ 
kets; KTVO-TV Ottumwa, Iowa; KDKA-TV 
Pittsburgh, Campbell Sou Co.: KPIX San 
Francisco; WSYR-TV yracuse, Market 
Basket; WIT'VT Tampa, Campbell Soup Co. 
San Francisco Beat 

WPIX New York. 

The Whistler 

WDEF-TV Chattanooga, Interstate Life In- 
surance Co.; BTW Florence, S. C., Caro- 
lina Wholesale Grocers; KLFY-TV Lafayette, 
La.; WPIX New York; KTVO-TV Ottumwa, 
Iowa; KSLA-TV Shreveport, Holmes Pon- 
tiac Co.; KOPO-TV Farmers Insurance. 
Signal Oil sponsoring in following markets: 
Bakersfield, Eugene, Fresno, Phoenix, 
KFMB-TV San Diego, Santa Barbara, Yuma. 


GENERAL TELERADIO, INC. 
30 Feature Films 
KTVX Muskogee, Okla.; 
Uncommon Valor 


KBTV Denver; KIEM-TV Eureka, Calif.; 
WSLI-TV Jackson, Miss.; KTTV Los An- 
geles; KCCC-TV Sacramento; KUTV Salt 
Lake City; KFSD-TV San Diego; KING-TV 
Seattle, Wash. 


INTERNATIONAL NEWS SERVICE 

Telenews Daily 

WNAC-TV Boston; WGTH-TV Hartford; 

KGBT-TV Harlingen, Tex.; WHBQ-TV 

Memphis; WCSH-TV Portland, Me. 

Telenews Weekly 

KOMU-TV Columbia, Mo.; WFBM-TV In- 

dianapolis; KBES-TV Medford, Ore.; 
ROM-TV Rome, Ga.; WSUN-TYV St. Peters- 

murg; WRGB Schenectady; KELO-TV Sioux 

Falls, S. D. 

This Week in Sports 

WFRV-TV Green Bay, General Tire & Rub- 

ber Co.; KOTA-TV Rapid City, S.D., Gen- 

eral Tire & Rubber Co. 

INTERSTATE TELEVISION CORP. 

Adventure Album 

WCAU-TV Philadelphia. 


Amazing Tales of Hans Christian 
Andersen 


KATV Pine Bluff. 





General Teleradio’s 30 Feature Films 


WKRC-TV Cincinnati; WHUM-TV Reading; 
WTVR Richmond, Va.; WTRF-TV Wheeling, 
W. Va. 

The Ethel Barrymore Theater 
WNDU-TV South Bend; WTRF-TV Wheel- 
ing, W. Va.; WBRE-TV Wilkes-Barre 
Adventures of Blinkey 

WTRF-TV Wheeling, W. Va. 

Little Rascal Comedies 


WMT-TV Cedar Rapids, 
Moines; WAVE-TV uisville; 
Syracuse; KOTV Tulsa. 


NBC FILM DIVISION 

Badge 714 A 

WMBR-TV Jacksonville; KOTA-TV Rapid 
City, S. D. 

Badge 714 B 

KFDM-TV Beaumont, Tex.; WBRC-TV 
Birmingham, Ala.; KVDO-TV Corpus 
Christi; WLBT Jackson, Miss., Regal Beer; 
WALA-TV Mobile, Ala.; Bern & Radcliff 
Gravel Co.; WSFA-TV Montgomery, Ala.; 
WEAR-TV Pensacola, Regal Beer; WJAR-TV 
Providence, Prince Macaroni; WOAI-TV 
San Antonio; KTBS-TV Shreveport. 
Badge 714 C 

KTBS-TV Shreveport. 

Captured 

WGN-TV Chicago, WDAF-TV Kansas City, 
Midwest Motors; KLFY-TV Lafayette, La.; 
KOTA-TV Rapid City, SD.; KELO-TV 
Sioux Falls, 

Dangerous Assignment 

KIEM-TV Eureka, Calif., Dodge Dealers of 


(Continued on page 56) 


KRNT-TV_ Des 
WHEN-TV 
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It’s the perfect blend for tobaccoland 


Primary 
CBS 
Affiliate 
-plus 
NBC, ABC 
DuMont 


(CT7-1-1, 5411p Ae OF 
Relemelelemera ti) mest i met. T 


WNC 


A. Hartwell Campbell, Gen. Mgr 


John E. Pearson Co., Inc>, Nat'l Rep 





July 1955, Television Age 


53 





OL 


55 | 


UM I 








now...new adventures 


This week's big news 
Kingfish and his Mys: 
is that there are now | 
brand-new half-hour 
thirteen fabulous an: 
new adventures of A 
Kingfish, Sapphire 
Lawyer Calhoun, Lis 


other Amos *n’ And 


With this series of | 


there are now 78 hal! 
Amos 'n’ Andy — b: 
longest-running hit 


for local or regiona! 
ready to go to work 
as they are curren! 
Sears Roebuck, Rex 
Food Fair, Piggly 
Westinghouse and 


Amos 'n’ Andy win 
audiences in its tim: 
in jarge markets an 
North and South. . 
and Tulsa, Rochest« 
Rock ... drawing b 
than many of televi 





famous network 'p: 
at these ratings: S) 
Fort Wayne 41.1, 
Little Rock 68.1, Co 
Evansville 56.4," 


For more informat 
of markets where 
America’s most en: 
comedy team, cal) « 
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Eureka; WMCT Memphis, Ford Dealers; 

KOTA-TV Rapid City, S.D.; KFSD-TV San 

| Diego; KVTV Sioux City. 

The Falcon 

KIEM-TV Eureka, Calif.. Dodge Dealers of 

Eureka; WGBS-TV Ft. Lauderdale. 

His Honor Homer Bell 

WSFA-TV Montgomery. 

Hopalong Cassidy—Half Hour A 

KVDO-TV Corpus Christi; WFBM-TV In- 

dianapolis; KTBS-TV Shreveport; WKBN- 

TV Youngstown. 

| Hopalong Cassidy—Half Hour B 
KVDO-TV Corpus Christi; WFBM-TV Indi- 


anapolis; KTBS-TV Shreveport; WKBN-TV 
Youngstown. 


QUALITY 


IS OUR BUSINESS 


For COMPLETE 


Hopalong Cassidy—Hour 
WFBM-TV_ Indianapolis; WFSA-TV Mont- 


gomery; WSM-TV Nashville; KTBS-TV 
Shreveport; WKBN-TV Youngstown. 
’ Life of Riley A 
KIDO-TV Boise; KIMA-TV Yakima. 


Life of Riley B 


ae 


on AE 
/ y i \ 


v 
\ ¥ PLT i . = . 
Ve |] y Interstate’s Ethel Barrymore Theatre 
Ss, C ote KOTA-TV Rapid City; S. D.; KIMA-TV 


Life of Riley C 
ROUND The CLOCK SERVICES our 25th KIDO-TV Boise; Great Falls, Mont., Safe- 













way aeores: pada Rms he tens 
a : | Missoula, Safewa ores; - p' 
Negative Developing F ANNIVERSARY City, S. 'D.; KSTP-TV St. Paul. 
Xs | Life of Riley D 


First Print Department foes 
a 
Ultra Violet and 
Flash Patch Printing 


KIDO-TV Boise; Great Falls, Mont., Safe- 
way Stores; KGVO-TV Missoula. 

Steve Donovan, Western Marshal 
KATV Little Rock; WSFA-TV Montgomery. 


| Victory at Sea 
WPIX New York; KVAR Phoenix; KOTA- 


TV Rapid City, S. D.; KFSD-TV San Diego; 
KTBS-TV Shreveport. 


WALTER SCHWIMMER 
| PRODUCTIONS, INC. 
Championship Bowling 
WGN-TV Chicago, Hamm’s Beer; WEWS 










16 mm and 35mm 
Release Printing 
2 


Title Department 


+ Cleveland; WHIO-TV a Deal- 
. ers; WXYZ-TV Detroit, Househo inance; 
45 Cutting and WDAF-TV Kansas City; KHJ-TV Los An- 


geles; WOW-TV Omaha, Storz Beer; WHBF- 
TV Rock Island, Ill., Schlitz; KTVI St. Louis, 
Griesedieck. 

Genesee Beer sponsoring in following mar- 
kets: Binghamton, N. Y., Buffalo, Plattsburg, 
Rochester, Schenectady, Syracuse, Utica, 
Watertown. 


Eddy Arnold Time Show 


C. R. Anthony Stores sponsoring in follow- 
ing markets; KGNC-TV Amarillo, KWTV 

Mex. KTVX Tulsa KRGV-TV Weslaco. 

oat DS ex., ulsa, - eslaco. 

for color it’s * Bush Packing Company sponsoring in fol- 
lowing markets: Asheville, N. C., Atlanta, 
Birmingham, Greenville, S. C., Memphis, 
Nashville. 


Martha White Flour sponsoring in following 
| markets: WDEF-TV Chattanooga. WTVY 
Dotham, Ala., WDXI-TV Jackson, Tenn., 
3 id | WJH 


Editing Rooms 


L-TV Johnson City, Tenn., WALA-TV 
—, WSFA-TV Montgomery. 


619 West 54th Street, New York 19, N. Y. JUdson 6-0360 ev Walelon “deka Bane Re: 


| KWWL-TV Waterloo, John Deere Tractor. 
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Loucks & Norling spot for Gillette 


SCREEN GEMS, INC. 

All-Star Theatre 

Birmingham, Kays Jewelers; WNAC-TV 

Boston; WJBK-TV_ Detroit; KGMB-TV 

Honolulu; KPLC-TV Lake Charles, La.; 

— TV Missoula, Bakke Motors, Buterey 
. (Renewal). 

Big Playback 

WALA-TV Mobile; WSFA-TV Montgomery; 

KYTV Springfield, Mo., Jennings Beverage 

Co.—Busch Lager Beer. 

Jet Jackson 

KARK-TV Little Rock; KGVO-TV Missoula; 

WEAR-TV Pensacola; KYTV Springfield, 

Mo., Brooks Potato Chips. 

Rin Tin Tin 

WABI-TV Bangor, C. H. Rice Co.; WUSN- 

TV Charleston, S. C., Balentine Packing Co.; 

WDSU-TV New Orleans. 

Top Plays of 1955 


KOOK-TV Billings, Smith Funeral Home; 
WNAC-TV_ Boston; WJBK-TV troit; 
KFJZ-TV Forth Worth; KGVO-TV Missoula: 
WEAR-TV Pensacola; KROC-TV Rochester, 
Minn., Farmers Loan and Thrift Assoc. 


STERLING TELEVISION CO. 


Beat the Experts 


KTRK-TV Houston, South Coast Life Insur- 
ance. 


Concert Hall 

WJNO-TV Palm Beach, Cause Air Condi- 
tioner, (Renewal). 

Invitation Playhouse 

KRBC-TV Abilene, Dairy Maid Drive Ins. 
King’s Crossroads 

—=~ San Francisco, American Trust 
‘o. 


Little Theatre 

WNCT Greenville, N. C., Kingan Reliable 
Products & Dixie Bedding. 

Tales of Tomorrow 

WSAZ-TV Huntington, W. Va., Duling Broth- 
ers Brokerage. 

World We Live In 


WTMJ-TV Milwaukee, 


Grayhound Bus 
Lines. 


TELEVISION SCREEN 
PRODUCTIONS, INC. 
Jim and Judy in Teleland 


WCPO-TV Cincinnati; WFAA-TV Dallas; 
KTTV Hollywood, Calif.; WTVJ Miami; 
KRON-TV San Francisco. 


UNITED WORLD FILMS, INC. 
Going Places 

KFAR Fairbanks. 
Headlines on Parade 
WPTZ Philadelphia. 
Sportscholar 

KSL-TV Salt Lake City; 
ford, Ore. 

Stranger Than Fiction 


KVAL-TV aogee: WFBC-TV Greenville, 
ee. KRON-TV San Francisco; KSD-TV 
c uis. 


KBES-TV Med- 


WINIK FILMS, INC. 
Famous Fights 


KTVA Anchorage; KFBB-TV Great Falls, 
Falls Supply Co.; WGVL Greenville, S. Cc. 


KGVO-TV Missoula, Krabel Chevrolet; 
KBET-TV Sacramento, Calistoga Mineral 
Water. 


Greatest Sport Thrills 


KTVA Anchorage; KIEM-TV Eureka, Calif.; 
WGVL Greenv le, Ss. C.; KGVO-TV Mis- 

la, ; WDSU-TV New 
Orleans; WSBT-TV South Bend. 


Commercial Sales 


ACADEMY PICTURES INC. 
Completed: Wisconsin Independent Oil Co., 
Wisco Gasoline, W. B. Doner; American 
Bakers Assoc., Bread; Rolliton Products, 
Roll- ite On Paint Roller, A. Martin Roth- 
bardt; Mars Oldsmobile, Cars, Barlit Produc- 
tions. 


AMERICAN FILM PRODUCERS 
Completed: Bristol-Myers Co., Ipana Tooth- 
a. Doherty, Clifford, Steers & Shenfield. 
n Production: Duff Baking Mix Corp., Do- 
herty, Clifford, Steers & Shenfield. 


A.T.V. FILM PRODUCTIONS, INC. 
Completed: Procter & Gamble Co., Ivory 
Flakes, Compton; Socony-Vacuum Oil Co., 
Inc., Gas & Oil, Compton; Procter & Gamble 
Co., Ivo Soap, Compton. 

In Production: Standard Brands, Inc., Ten- 
derleaf Tea, Compton; Socony-Vacuum Oil 
Co., Inc., Gas & Tires, Compton; M. K. 
Goetz Brewing Co., Malt Liquor & Beer, 
Compton; Procter "& Gamble Co., Ivory 
Soap, Crisco, Drene Shampoo, Gleem, Dash, 
Duz, Compton; Remington Rand, Inc., Port- 
able Typewriters, Schneideler, Beck & Wer- 
ner. 


GOLDSWAN PRODUCTIONS, INC. 
Completed: The Coca-Cola Co., D'Arcy; 
Armstrong Cork Co., BBD&O; Chrysler 


Corp., McCann-Erickson; Campbell Soup 
Co., BBD&O. 
KLING FILM PRODUCTIONS 


Completed: Swift Sherbet, McCann-Erick- 
son; Oklahoma Fuel Oil, Gasoline, Mary- 
land; Armour & Co., Frankfurters, Tatham- 
Laird; Carpenter’s Bread, Al Herr; Swift 
& Co., Prem, McCann-Erickson; satan 
Mobile Homes Mfrs. Assn., Trailers, Wal- 
ter Thompson; Armour & Co., Chiffon Li- 
oe Detergent, John W. Shaw; Sentinel 
elevision Sets; Manitowoc Equipment 
Works, Refrigerator-Freezers, O'Grady, An- 
dersen & Gray; Servel, Inc., Refrigerators; 
Myzon Poultry Builder, Arthur Meyerhoff; 
Flex Liquid Mender, Arthur Meyerhoff; 
Speedway Petroleum, Gasoline, W. B. Do- 
ner; De Liso Debs, Shoes, Wilten Agency; 
First Federal Bank, Campbell-Mithun; 
Standard Oil Co., Gasoline, Darcy. 

In Production: Clearing Machine Corp. 


LALLEY & LOVE, INC. 
Completed: Columbia Records, Inc., Mc- 
Cann-Erickson; Nash-Kelvinator Corp., 


(Continued on page 59) 
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In the SPOTlight 


current productions making 
sales records 





Agency: Guild, Bascom & Bonfigli, 
Inc., San Francisco 


Client: Skippy Peanut Butter 





Agency: National Broadcasting 
& Company, New York 
Client: NBC Spot Sales 
“MONITOR” 


u nite 
Rose 


TEA BAGS 





Agency: Biow, Beirn & Toigo 
New York 


Client: White Rose Tea 





1037 N. Cole Ave., Los Angeles 38, Cal. 
Telephone Hollywood 5-5171 


New York Office: Miss Dorothy Johnson 
Plaza 5-4807 
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Advertisement 


T.V. story board 


A column sponsored by one of the leading film producers in television 
SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


A startling combination of cartoon animation over a background of live action im- 
mediately captures viewer interest in this one of a series of Television spots for Hor- 
mel. The impression of “Speedy Delivery” in the Hormel distributive system of quality 
meat products is quickly and forcefully conveyed by a careening delivery truck whose 
progress is punctuated by uniquely appropriate sound effects and a voice over an- 
nouncement. Produced by SARRA for Geo. A. Hormel & Co. through Batten, Barton, 
Durstine & Osborn, Inc. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 





Novel handling of stop motion, live action and full animation set to liltingly beautiful 
musical backgrounds and echoing sound effects introduce, then re-emphasis, the “call 
for Rheingold” in this new series of 20 second T.V. spots. A fine series that proves 
selling commercials can be subtly powerful yet interesting and entertaining too. Pro- 


duced by SARRA for Liebmann Breweries, Inc. with Foote, Cone & Belding. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Live action appropriately portrays the sales story in this series of one minute com- 
mercials for Sylvania Blue Dot photographic flash bulbs. Examples of photography 
with and without the use of Blue Dot flash bulbs graphically demonstrate the product’s 
value and superiority under all circumstances. A crisp voice-over announcement em- 
phasizes Blue Dot’s salient features and completes the selling message. Produced by 
SARRA for Canadian distribution for Sylvania Electric (Canada), Ltd., through 
Harold F. Stanfield, Ltd. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


The proof of a TV commercial is not how the master print looks in the projection 
room, but how it gets across on home screens. To make sure of brilliant home recep- 
tion from every print made of its TV productions, SARRA has its own especially 
equipped and staffed laboratory for processing TV film. Here SARRA’s VIDE-O- 
RIGINAL prints are custom-made. These duplicates faithfully reproduce the sparkle 
and clarity which twenty years of experience in advertising production put into the 
original film. Thus the advertiser is assured that every time, on every screen, his com- 
mercial will give a fine performance. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 
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(Nash Motors Div.), Automobiles, Geyer. 
In Production: U. S. Brewers Foundation, 
Inc., Beer, J. Walter Thompson; Grumman 
Aircraft Engineering Corp., Planes; U. S. 
Coast Guard. 


LOUCKS & NORLING STUDIOS, INC. 


Completed: Gillette Safety Razor Co., 

Maxon; Bulova Watch Co.; Binaca Tooth- 
ste, Campbell-Ewald; Goodyear Tire & 

Rubber Co., Inc., Tires, Y&R; ine Growers 

Guild, D-F-S. 

In Production: Gillette Safety Razor Co., 

Maxon. 


SARRA, INC. 


Completed: Liebmann’ Breweries, _ Inc., 
Rheingold Beer, Foote, Cone & Belding; 
Mid-Continent Petroleum Corporation, D- 

Motor Oil & Gasoline, R. J. Potts-Calkins 
& Holden; George A. Hormel & Co., Frank- 
furters, BBD&O; Helene Curtis Industries, 
Inc., Soft Spray Net, Earle Ludgin; Frisch's 
Big Boy, Hamburgers, Rollman; Jules 
Montenier, Inc., Stopette, Earle Ludgin. 


FLETCHER SMITH STUDIOS 


Completed: Bristol-Myers Co., Vitalis, Do- 
herty, Clifford, Steers & Shenfield; Bristol- 
Myers Co., Bufferin, Y&R; Metro-Goldwyn- 
Mayer Pictures Corp., “The Prodigal,” Don- 
ahue & Coe. : 

In Production: Bristol-Myers Co., Vitalis, 
Doherty, Clifford, Steers & Shenfield; The 
Pharma-Craft Corp., Ting, Harry B. Cohen; 
Qualit Bakers of America Cooperative, 
Inc., Sunbeam Bread; Vick Chemical Co., 
Va-tro-nol & VapoRub, Morse International. 


TRANSFILM INC. 


Completed: General Motors Corp., Cadil- 
lacs, MacManus, John & Adams; R. J. Reyn- 
olds Tobacce Co., Camel Cigarettes, Wm. 
Esty; General Mills, Inc., Betty Crocker, 
BBD&O; General Electric Co., Portable 
Television, Maxon; P. Lorillard Co., Old 
Gold Cigarettes, Lennen & Newell; National 
oes Co., Inc., Promotional Spots, 


Car Spectacular 


Marathon to telethon to auto- 
thon—the cycle seems to have 
been completed by KGUL-Tv Gal- 
veston. The CBS Television af- 

: filiate devised a special show for 
: its client, the Lane Oldsmobile 
: Co. of Houston, and did it up, 
: Texas style, with special handling. 

The all-night television pro- 
gram started at 11:30 p.m. on 
a recent Friday, ran for eight 
and a half hours until 8 a.m. the 
next morning. It was emceed by 
Hollywood’s Jerry Colonna, was 
interspersed with lively entertain- 
ment, 

But the chief spectacle was the 
sale of cars. Colonna, Harlan = 
Lane, head of Lane Oldsmobile, © 
and his used car buyer, tagged 
“Chief Big Heart,” made sales 
on the spot—and on camera. 

And the gimmick worked. At 
the end of the autothon, Lane, 
reportedly the largest Oldsmobile 
distributor in the country, had 
broken its own sales records. 














WARREN R. SMITH, INC. 


Completed: Sterling Oil, Gasoline, Walker 
& Downing; Pennshire Clothes, Men's Cloth- 
ing; Jiffy Beef Steaks, Friedman & Rich; 
Kaufman's Department Store, Walker & 
Downing; Fashion Hosiery Shops, Women's 
Apparel, Milton K. Susman; Rhea's Bakery, 
William Cohen; Nu Way, Super Market, 
Bachman, Kelly & Trautman. 

In Production: Orringer Furniture, Fried- 
man & Rich; DeRoy Jeweler, Jay Reich; 
DuBois Brewing Co., Beer, Bachman, Kelly 
& Trautman. 


UPA 

Completed: Columbia Broadcasting System, 

: Inc., Television Sets, Ted Bates; Lever 
. Bros. Co., Lifebuoy Soap, SSC&B; Procter 

UPA spot for P&G’s Ivory Flakes & Gamble Co., Ivory Flakes, Compton 








Sy am pe. Detergent, Lennen & 
‘ ewell; ristol-Myers Co., Bufferin Head- 
SCREEN GEMS, INC. ache Tablets, Y&R; Piel Bros., Beer, Y&R: 
Completed: Piel Bros., Beer, Y&R. Columbia Broadcasting System, Inc., CBS- 
In Production: National Biscuit Co., Shred- Hytron Tubes, Bennett & Northrop; Proc- 
ded Wheat, K&E; Bulova Watch Co., Mc- ter Electric Company, Toasters, Weiss & 
Cann-Erickson; RCA Victor Division of Geller; New York Telephone Co., Service, 
Radio Corp. of America, K&E. BBD&O 
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portant part in obtaining the’ desired effects WA 






procedure where experience plays an im- 


it is in the film processing laboratory. 


At Precision, expert guidancé thrqugh wo the processing operation assures 
producers, cameramen and direétors the finesbpéssible results. 


All of which leads to another form ‘of dirpction: West of 5th Avenue on 46th Street in New 
York to Precision. That’s the wight direction for you wherever you are and whatever your 


film processing problem. 5 
; “ A { 
In everything theré is one best, .in film processing, it’s Precision. 
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the firsts 











Available first-run 
in over 100 markets. 
Hilarious half-hour 
comedies starring 
Ray Milland, one of 


America’s most 


OMG ‘to hit syndicated TV 





popular actors. Sponsored 


for two straight years 








by General Electric. 





are immediately 


available for local 





or regional 


sponsorship from 





RAMS 


AMERICA'S 


Academy Award winner 
for his starring performance 
in “Lost Weekend.” 


| 
| 


| 
‘ 





TV 





WIRE, PHONE OR WRITE YOUR NEAREST MCA-TV OFFICE TODAY 


BEVERLY HILLS: 9370 Santa Monica Blvd., CRestview 6-2001 
ATLANTA - BOSTON - BUFFALO - CHICAGO - CINCINNATI - CLEVELAND - DALLAS - DETROIT - HOUSTON - INDIANAPOLIS - KANSAS CITY, MO. - MINNEAPOLIS 
NEW ORLEANS - NEW YORK - PHILADELPHIA - PITTSBURGH - ROANOKE - ST. LOUIS - SALT LAKE CITY - SAN FRANCISCO - SEATTLE - TORONTO ~- LONDON - PARIS 











Dig these CRAZY words of warmth 
trom the Big Freeze 


° 
+ TELEPHONE FRann= 49289 
inc * POST OFMICE Box 1287 
e * Forme av Mekeam . Lerma Roce. Ans 


Fish And Froson Feed am 


April 8, 1955 

















Mr. John H. Fugate 
General Manager, KATV 
©20 Beech Street 

Little Rock, Arkansas 


Dear John 


Thank you for your letter of congratulations. Naturally, being elected 
President of The National Frozen Food Distributors Association is an 
honor which pleases me, largely because it causes letters like yours. 


1 especially appreciate your letter because the television industry and 
the frozen food industry were both born on the dead run, and at about 
the ». time. Each has helped the other to grow to thriving propor- 
tions, and will continue to do so, I'm sure, because both fields are 
bringing a better way of living to the people of Arkansas. 






I believe that we were among the first (if not the very first) television 
users in Arkansas, so, naturally, television has meant a lot tous. We 
always rely heavily on it because it produces results. Of course, when 
1 say “television”, 1 mean KATV; since | always think of KATV first - - 
whether ] am thinking as one of your vie r one of your advertisers. 


Thanks again, John, and here's hoping that television and frozen foods 
enjoy many more yeare of outstanding success. 


Yours truly, 





Frozen Fooos Curcquet Ci.ve Bevesscrs Doe Pumearrie PRooucTs: 
Fomman © Prci 7 Sea Fem Pucere Gaamo Oucnese STeame 
Pune. PoucTay emUTE Maw JUICER Waicwes Gaara Juice 

Moston Por Pas ~~ Ronco Macao! 





“Aw gee... does he mean us?” 


“Right you are, son ... Mister Sam M. Vogel, President of 
the National Frozen Foods Distributors Association tells us 
that KATV has had a large hand in expanding the wonder- 
ful frozen food industry!” 


“Man! Those are real cool words from the National Presi- 
dent! If KATV can help make a hot item out of such cold 
stuff ... just think of what they can do for other advertisers!” 


“That's because KATV is the hottest station in a real cool 
market, son ... an advertiser just can’t go wrong on KATV!” 





Studios in Pine Bluff & Little Rock 


For a real cool deal in Arkansas see: For the hottest deal in Arkansas see: 
Bruce B. Compton Avery-Knodel, Inc. 
National Sales Manager National Reps 


/ 
Th 
CHANNEL 7 Trees ON 
John H. Fugate, Manager HEART, 
620 Beech Street AR INSAS 
Little Rock, Arkansas 
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Newsfrent (Cont'd from 33) 


and doesn’t mean all stations were 
in the red.) Even so, it was an im- 
provement over the $4.2-million deficit 
of 1953. 


e The 125 post-freeze uhfers did 
worse. They drew a gross of $25.4 
million, had combined expenses of 
$35.4 million, saw a flat $10-million 
loss. Further, that was no reversal of 
their 1953-54 status when their gross 
deficit was less, $6.3 million. The uhf 
problem was, in effect, some $3.7 
million more costly to station owners 
in the past operating year. 


e Whereas broadcasting revenues 
were up for all categories, so were 
expenses. And the sharpest rise in 
operating costs was experienced by 
the post-freeze outlets, especially the 
vhf’ers whose costs in 1954 were triple 
their 1953 expenses. (The uhf groups 
saw their expenditures double.) 


The figures covered only broadcast- 
ing grosses, expenses and, of course, 
pre-tax income. The commission will 
deliver further tables on time and 
talent; national, local and spot busi- 
ness, and the like later in the year. 


The Radio-Television Manufacturers 
Assn. also came up with a statistical 
exclamation point last month. Hold- 
ing their annual convention in Chi- 
cago, they heard a report from service 
committee chairman H. J. Schulman 
ot CBS-Columbia. Said he, during the 
fiscal year starting June 1954, the 
gross from servicing receivers exceed- 
ed that from selling them at the retail 
level. Servicing consumer electronic 
products, he noted, has become big 
business —in fact, an estimated $1.5 


billion big. 


FIGHTING FIRE WITH FIRE. 


CBS opposition to toll television has 
been crystal clear for some time. The 
network opinion, summed up in the 
words of President Frank Stanton, is 
that toll tv “would highjack the Amer- 
ican public into paying for the privilege 
of looking at its own television sets.” 
(Washington Memo, page 111, dis- 
cusses FCC handling of subscription 

television. ) 
Proponents of pay-as-you-see tv, in 
(Continued on page 64) 





Agency Screening Room 


The screening room can be one of the most important tools of the 
modern advertising agency. While there are thousands of variations of 
layout possible, one of the more successful in a regional agency is that 
now being used by R. J. Potts-Calkins & Holden in their headquarters in 
Kansas City. 

Wiliam J. Brewer, young television director of the agency, explains 
that the screening arrangement serves a multiple purpose. It actually con- 
sists of two rooms. One is the screening room proper, which is also useful 
as a recording studio and conference room. 


The other, adjacent to it, is the control room for recording, film editing, 


storage and projection. (See floor plan) 
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The screening room is attractively furnished with quality, but not 
luxurious furniture. The projector, a Bell & Howell Filmosound 202, has a 
special 0.75 inch lens that projects the picture in a 15 x 20 inch mirror that 
is silvered on the front side. This reverses the image which is then projected 
on a special frosted glass inserted behind a standard tv mask. Above the 
mask is a speaker and below it the necessary volume controls. The front 
matches the television set which is in a similar position at the far end of 
the same wall. Between the two, inside the film room, is a long counter 
which holds the control panel, tape machines and serves as a seat for the 
projector when it is moved out to project full size on the opposite wall of 





the screening room. The space over the table contains a large window 
which affords those in the screening room a view of the film room. 

By using a specially designed patch panel the out-put of radio, tv, 
tape, projector or turn table can be fed into any or all of the speakers 
located throughout the building. 


An antenna system produces a quality picture from all three Kansas 
City stations and a less distinct picture from stations in Topeka and St. 
Joseph. 

The agency points out that it is not in competition with its suppliers in 
the city which do all of their finished recording work. But they find their 
own facilities desirable for audition, copy testing and air checks. 

Mr. Brewer finds only one small flaw in the screening room layout. 
If we had it to do over, he says, we might have placed the projector on a 
wheel-equipment stand so that it could have been moved without lifting 
into position for use with full-screen tests. (At present it occupies a built-in 
shelf.) This does not seem serious, however, since the agency does only a 
minimum of direct projection to full screen. 
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Readers ask: 


How to save on print costs ? 


A new plan designed to cut tv print 
costs has been developed by Leo Burn- 
ett Co., Inc., Chicago, with the tv divi- 
sion of Modern Talking Picture Serv- 
ice, TELEVISION AGE called on David W. 
Dole, Burnett's business manager of 
broadcasting, to explain how the plan 
is expected to work. 


What kind of film does this 
plan cover? 


Television commercials produced on 
16 and 35 mm motion picture film. 


What were the problems in the 
“old” system? 


Under the system we, and many 
other agencies, have been using, our 
orders for prints had to be addressed 
to a particular producer, and during 
one period we might be involved with 
as many as 30 different producers. 
These producers would then have to re- 
order from the labs. Also, the inspec- 
tion service provided by the producers 
varies. This has resulted in prints get- 
ting into use that never should have 
been accepted from the labs. Also, 
prices differed from one producer to 
another. 


In sum, the old system lacked the 
efficiency of ordering from one source, 
standardized inspection and centralized 
control of all distribution of prints. 


How will your plan remedy 
these defects? 


By standardizing and simplifying the 
operation of ordering prints, we in- 
crease the efficiency of our work for 
our clients. To the degree that control 
is centralized we should save time in 
procurement of prints. (We appreciate, 
of course, that only experience will 
prove this.) 


But we do believe there will be some 
saving to our clients. The amount will 
vary, perhaps from a minimum of 10 
per cent to a maximum of 60 per cent, 
depending on length of film, quantity 
ordered and time allowed for delivery. 
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What will be Modern Talking 
Picture’s function? 


Modern has been distributing half- 
hour tv programs for us at the rate of 
20,000 a year— Wild Bill Hickok, 
Superman, Halls of Ivy, etc. Under the 
new plan, Modern will insert the com- 
mercials into the program film and in- 
spect the film on return and provide 
reports on the condition and need for 
replacement and so on. 


Also, the company will be handling 
the preparing and shipment of com- 
mercials, only, to stations for use as 
spot announcements. 


In other words, Modern now adds 
the final link in the chain of commer- 
cial print ordering—inspection, stor- 
age, handling, breakdown (from lab 
care to individual reels and hoxes), 
coding leaders and boxes, editing into 
programs and removal on return and 
finally shipping to stations. 


How will the plan affect the 
function of the producer? 


The producer’s function as a pro- 
ducer will not change. He will continue 
to produce, select his lab, order work 
done and provide a complete film to 
the agency for approval. 


Will the producer have any 
hand in ordering release prints? 


No. This extra operation will cease. 
Also, he will not be involved in any, 
or much, of the traffic problems of 
prints. 


We believe that this will be beneficial 
all around, in that, in addition to the 
other advantages already described, it 
will allow the producer to concentrate 
more on his primary function; pro- 
ducing. 


What about the producer’s 
price? 


The few producers who, in the past, 
have trimmed profit from their produc- 
tion bids and depended on their han- 


Newsfront (Continued from 63) 


their long campaign to popularize the 
idea, have been prolific users of the 
survey technique. Almost all of these 
studies have been based on the ques- 
tion: “Would you be willing to pay 
for better programs, not now available 
on television?” The answers to such 
questions have quite naturally and 
quite unanimously favored the toll tv 
idea. 


It is a little surprising then that CBS 
decided to try the enemy’s weapon and 
finance its own survey of popular opin- 
ion of the proposed plan. They en- 
gaged Elmo Roper and Associates for 
the job. Columbus, Ohio, was taken 
as the test market. 


Technique a Fair One 


The technique quoted would seem to 
be eminently fair. The Roper group 
decided that since toll tv is not some- 
thing many people have seen or ex- 
perienced it would be necessary to edu- 
cate them as to just what they might 
expect under the system. This brought 
up a second problem. Since there is 
little concrete factual data on toll tv 
it is impossible to describe it in one 
simple definition. So many promises 
have been made by its promoters that 
many people have distorted ideas of 
how it will work and what it will mean 
to them. 


To lick both problems the Roper 
organization decided on progressive 
questions which would paint several 
different pictures of toll tv under dif- 
ferent sets of circumstances. The first 
question presented possible advantages 
of the system without mentioning any 
of the possible drawbacks. As the in- 
terview progressed the respondent was 
told of possible drawbacks and was 
asked his reaction to each. 

The result is a survey that allows 


those interested in the toll tv problem 
to get the public reactions to almost 





dling of release prints and other extra 
operations for their margin of profit 
are being told that we expect them to 
make a profit on their production work 
and that we expect their bids to include 
a profit and still be competitive. 
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any set of circumstances. A few of 
the drawbacks can be included — or 
all of them — according to the reader’s 
opinion of how many of them are 
serious. 


62 Per Cent Against 


While the survey is presented in 
great detail a brief summary will give 
an idea of results. Of the total of 449 
set owners included in the sample 62 
per cent voted against pay-as-you-see 
tv if top shows cost between 50¢ and 
$1.25. Another 12 per cent were in 
favor of the idea but decided against 
pay-as-you-see when shown a typical 
week’s programs and prices. A total of 
14 per cent liked a typical week’s pro- 
gram but decided against pay-as-you- 
see if other evening programs were 
also on a pay basis. About 1 per cent 
said they would not mind paying for 
all evening programs, but decided 
against when told daytime programs 
too might also be on a pay basis. 
Only 9 per cent were in favor even if 
all good programs were on a pay basis. 


Meat of the Study 


A close examination of these con- 
clusions shows then that even under the 
most favorable circumstances 62 per 
cent of the people are opposed to toll 
tv and 27 per cent are for it. This 
seems to be the meat of the study and 
to answer in kind all of the previous 
public opinion checks sponsored by 
toll-tv proponents. 

There are many auxiliary conclu- 





ELMO ROPER 
Makes toll tv study 


sions. In another part of the study 
people were asked whether or not they 
think toll-ty should be authorized. 
Some 13 per cent were in favor, 65 
per cent against, 12 per cent had res- 
ervations and 10 per cent just didn’t 
know. 

When persons interested in pay tv 
were asked how much they would 
budget for the new method their aver- 
age answer was $3.57 per week. 

There were other supplementary 
findings: 70 per cent of the people 
interviewed were satisfied with tv as 
it now is and 28 per cent wanted 
changes made (most of these were in 
the nature of more of certain kinds of 
programs, less of others). 

Most telling, perhaps, was a question 
on advertising. Only 3.4 per cent of 
those questioned wanted fewer commer- 
cials. 





Costs (Cont'd from page 48) 


tor at wwor-Tv Worcester, helps give 
the “Craft-Cues” their professional 
touch through his deft handling from 


the control room. When one commer- 


cial told youngsters about various 
spreads for bread, Sawyer’s “camera 
eye” flicked over peanut butter, cheese 
spread, marshmallow and then settled 
on strawberry jam—but only after a 
double take back to marshmallow. 

Both the agency and client feel the 
Tillstrom program is “a natural” for 
a local bread account, as it is a family 
show that allows for “every type” 
commercial appeal. Each message is 
written with an eye toward the small 
fry, but is directed primarily at Mom 
and Dad. And, occasionally, it will be 
given over a brief background of jazz, 
in an effort to please the teen-age set, 
too. 

In short, as Milt Fitch puts it, “The 
commercials are old-fashioned, demon- 
stration sales pitches—a sort of low- 
pressure, boardwalk barker selling by 
showing and ending with a demand 
for action.” 

The opponents criticize the low pres- 
sure and lack of professional spectacle. 
Proponents praise the low cost and 
audience appeal. In either case, the 
spots are obviously a different ap- 
proach to tv selling and, according to 
their sponsor, they do amazingly well. 


is for “Brains” 


is for “Work” 


That’s what counts most at “B & W”... 


and nothing does more to 


bring about a most successful client-agency union. 


“Brains” and “Work”... 


and “Experience.” We have that, too. Each 


of us has had more than 30 years in agency work, and in related adver- 


tising and selling. Yet our greatest successes have been in the newest 


advertising medium . . 


We'd like to tell you more about our experience .. . 


. Television. 


and how we have 


helped advertisers solve special problems “down South,” as well as else- 


where. May we? 


Brinckerhoff & Williams Agency 


928 Gov. Nicholls St., 
New Orleans 16, La. 
Phone CAnal 6219 


E. V. BRINCKERHOFF 





AUBREY WILLIAMS 
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WHO-TV 


The facts 
behind WHO-TV! 


W, could write a book about the facts behind WHO-TV— 


but from an advertising view-point, it boils down to this. 





As of March, 1954, the Iowa Radio-Television Audience Survey 
showed that 56 out of every 100 Iowa families owned 
television sets. Today we estimate that WHO-TV’s coverage 
area in Central Iowa has well over 300,000 television sets — 


viewed by 566,300 city people, 545,100 rural people. 


Ask your Free & Peters Colonel for all the WHO-TV facts. 


Channel 13 - Des Moines 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Free & Peters, Inc. 
National Representatives Affiliate 
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TELEVISION TIMEBUYERS OF THE U. S. 


(The following list includes all of the principal agencies and the names of their 
personnel engaged in buying time for television. Information for this tabula- 
tion was furnished to TELEVISION AGE on special questionnaires supplied 
by the magazine. In cases where agencies requested that inquiries be directed 
to the firm, names of individual buyers have not been included. Titles are 
listed only as indicated by the agencies.) 


MR 


AD ART ASSOCIATES 

510 Walnut Street, Reading, Pa. 

Ralph R. Smith, o.: Richard F. Kurr, art d 
AD ASSOCIATES 

5050 Wilshire Boulevard, Los Angeles, Calif. 
AD FRIED ADVTG. AGENCY 

318 15th Street, Oakland 12, Calif. 

A. D. ADAMS ADVERTISING 

562 Fifth Avenue, N. Y., CIrele 6-2940 

A. D. Adams, o. 

BURKE DOWLING ADAMS, INC. 

992 West Peachtree Street, N. W., Atlanta, Ga. 
Ethel M. Liebscher, m.d. 

Branch Office 

1101 W. Peachtree Street, N.E., Atlanta, Ga. 
ADDINGTON, KRUTILEK & PURNELL ADVTG, 
3722 Bowser Avenue Dallas 19, Texas 


EDWARD A. ADLER JR. & ASSOCIATES 
River Road, Mystic, Conn. 

A. B. Stone, v.p.: A. R. Belskis. 

WILLIAM HART ADLER, INC. 

pr A Michigan Avenue, Chicago, Ill., Whitehall 
-52 

ADVENT ASSOCIATES, INC. 

250 West Jersey Street, Elizabeth 2, N. J. 
ADVERTISING COUNSELORS OF ARIZONA 
4460 N. Central Avenue, Phoenix, Ariz. 
ADVERTISING ENGINEERS CORP. 

448 South Hill Street, Los Angeles 13, Calif. 
Edward R. Halperin, Richard R. Bear, Louis L. 
Kimzey, all a.e.’s; Grace Soracy, m. & t.b 
ADVERTISING INC. 


1523-31 Central Natl. Bank Bldg., Richmond 19, 
a. 


Branch Office 

416 E. Main Street, Richmond 19, Va. 

THE AITKIN-KYNETT CO. 

1400 South Penn Square, Philadelphia 2, Pa. 
Barclay Hallowell, Alan Bobbe. 

RK. H. ALBER CO. 

439 N. Larchmont Boulevard, Los Angeles 4, 
Calif. 

DON ALLEN & ASSOCIATES 

109 S.W. 13th Avenue, Portiand 5, Ore. 
ALLEN & REYNOLDS 

1300 WOW Building, Omaha 2, Neb. 

Douglas Wall, m.d.; Milton J. Stephan, r.-tv d.; 
Don B. Amsden, asst. r.-tv d. 

ALLIED ADVTG. AGENCIES, INC. 

167 South Vermont Avenue, Los Angeles 4, Calif. 
w... #. 
mer. 


Gardner, pres.; Stuart Heinemann, gen. 
ALTNOW ADVERTISING COMPANY 

704-1411 Fourth Avenue Bldg., Seattle 1, Wash. 
George G. Altnow, o. 

ALLIED ADVTG. AGENCY, INC. 

100 Boylston Street, Boston 16, Mass. 

Howard Shamban, mgr.; Mare F. Shamban, pres. 
AMBRO ADVERTISING AGENCY 

Dows Building, Cedar Rapids, Ia. 

Branch Offices 

314 Shops Building, Des Moines 9, Iowa 
William H. Nelson, a.e. & mgr. 

1010 Mitchell Street, Waterloo, Ia. 

AMERICAN TELEVISION INSTITUTE OF 
TECHNOLOGY 


5050 N. Broadway, Chicago 40, Ill., UPtown 
8-6300 


ANDERSON & CAIRNS, INC. 

188 Madison Avenue, N. Y., MUrray Hill 8-5800 
Victor Seydel, v.p. & r.-tv d 
ANDREWS AGENCY, INC. 
1037 N. Astor Street, Milwaukee 2, Wise. 
ANTHRACITE ADVTG. AGENCY, INC, 
110 Seranton Times Bldg., Scranton 3, Pa. 
L. L. 


Frank Lowe. 


Russoniello, pres. 

ARBEE AGENCY, INC. 

Advertising Arts Building, 3229 Wabash Ave., 
Terre Haute, Ind. 

W. L. Smith, v.p. 

ARMSTRONG-SCHRAMM COMPANY 

548 Spreckels Building, San Diego 1, Cal-f. 

T. G. Armstrong. o.; W. N. Armstrong, G. E. 
Vinson, D. M. Johnston, P. J. Piper, all a.e.'s 
JOHN FALKNER ARNDT & CO., INC, 

16 North 15th Street, Philadelphia 9, Pa. 
ARNDT, PRESTON, CHAPIN, LAMB & KEEN, 
INC, 

160 North 15th Street, Philadelphia 2, Pa. 
ARNOLD & CO., INC, 

262 Washington Street, Boston 8, Mass. 

Arnold Z. Rosoff. 

ART-COPY ADVTG. AGENCY 

il Hill Street, Newark 2, N. 4. 

ASHBY, INC, 

i123 State Street, Erie, Pa. 

ASSOCIATED ADVTG. AGENCY, INC. 

G12 First Natl, Bank Bidg., Cincinnati 2, Ohio 
ATHERTON & CURRIER, INC. 

120 Lexington Avenue, N. Y., LExington ~-3795 
Hubert R. Sweet, m.d 

ATHERTON ADVERTISING AGENCY 

8155 Melrose Place, Los Angeles 46, Calif. 


AUBREY-FINLAY-MARLEY & HODGSON, INC. 


230 N. Michigan Ave., Chicago, Hl., Financial 
6-1600 

Gene Fromherz. 

RAY AUSTRIAN & ASSCC., INC. 

53 East 34th Street, N. Y¥., MUrray Hill 5-751! 
N. W. AYER & SON, INC. 

W. Washington Square, Philadelph'a 6, Pa. 
Branch Offices 

Penobscot Building, Detroit 26, Mich. 
Taft Building, Hollywood 28, Calif. 

235 Montgomery Street, San Francisco 4, 
Statler Office Bldg., Boston 16, Mass. 
135 S. LaSalle Street, Chicago, Hl., RAndolph 
6-3456 

James Robertson. 

30 Rockefeller Plaza, N. Y., Clirele 6-0200 

T. J. MeDermott, v.p., r.-tv plans; Charles M 
Wilds, head t.b.: Richard Bunbury, Wiliam 
Croasdale, Marjorie Freeman, Helen Hariwig 


Paul Kizenberger, Jeanne Nolan, Elaine Sloat 
Ogle. 


Calif. 


AYLIN ADVERTISING AGENCY 

904 Lovett Boulevard, Houston, Texas 

Robert N. Aylin, pres.; Alston P. Cameron, 
Robert A. Lahr, Charles H. Lewis, all a.e.’s. 
AYRES SWANSON & ASSOCIATES, INC. 

1325 N Street, Lincoln, Neb. 

Warren Joyce Ayres, pres.; Warren M. Swanson 
v.p.; Arthur F. White, m.d. 

AZKAEL ADVTG. AGENCY 

1000 N. Charles Street, Baltimore 1, Md. 


BADGER AND BROWNING & HERSEY, INC. 
550 Fifth Avenue, N. Y., ClIrele 77-3719 
Richard Mason. 


BADGER & BROWNING & PARCHER 
75 Federal Street, Boston, Mass. 

W. H. BADKE ADVTG. AGENCY 

161 W. Wisconsin Avenue, Milwaukee 3, 
BAHN ADVERTISING COMPANY 

115 Chauncy Street, Boston 11, Mass. 
Samuel Bahn. 

FREDERICK E. BAKER & ASSOCIATES 
317 Joseph Vance Building, Seattle 1, 
Peter Lyman, r.-tv d 

LYNN BAKER, INCORPORATED 

720 Fifth Avenue, N. Y., dUdson 6-3900 
Mary Burak 


Wise. 


Wash. 


Charles Weigert, m.d 
ton, r.-tv producer. 
BAKER-DENTON CORP. 

76 Front Street, Holyoke, Mass. 
Kenneth N. 


David Durs 


Denton, pres 


BAKER, JOHNSON & DICKINSON 


740 N. Plankinton Avenue, Milwaukee 3, Wise. 
BEN BALDWIN ADVTG. 
913 N. LaCienega Street, Hollywood, Calif. 


BALDWIN, BOWDERS & STRACHAN, ENC. 


374 Delaware Avenue, Buffalo 2, N. Y. 
Everett L. Thompson, v.p 

BALL & DAVIDSON, INC. 

G70 Delaware Street, Denver 4, Colo. 


Carl A 
burey 


Salstrand, pres 
Ranck, a.e.'s. 


Malcolm T. Sills and 





308 N. Alabama Street, San Gabriel, Calif. 


BARLOW ADVERTISING AGENCY 

712 James Street, Syracuse 4, N. ¥. 

Edward C. Jones, r.-tv d.; Harry J Accurso 
Suzanne Rohr. 

BARNES ADVTG. AGENCY, INC. 

312 East Wisconsin Avenue, Milwaukee %, W se. 
Anita Martin, m.b. 

BARNES CHASE CO., INC. 
530 Broadway, San Diego 1, 
Branch Office 

3450 Wilshire Boulevard, Los 
G. M. BASFORD COMPANY 
GO East 42nd Street, N. Y., MUrray Hill 
Rn. V. Musearell, asst. to pres 

Branch Office 

Leader Building, Cleveland 14, 0. 

TED BATES & COMPANY 

630 Fifth Avenue, N. Y., dUdson 6-0660 
Edgar Small, m.d.; MacDonald Dunbar, William 
J. Kennedy, Winston Kirchert, Christopher P 
Lynch, William Warner, Ned Midgley, Thomas 
Tilson, Jack Sinnott, Donald S. Chapman, Norman 
Chester, Chester Slaybaugh Frank 
Cameron Higgins 

Branch Off-ce 

iG8O N. Vine Street, Hollywood 28, Calif. 
BATTEN, BARTON, DURSTINE & OSBORN 
383 Madison Avenue, N. Y., Eldorado 5-5800 
Dick McKeever and Bob Tatum, tv network 
operations: Art Berla, Trowbridge Elliman, Ed 
Fieri, Hope Martinez, Mickey McMichael, Ja 
queline Moore, Elenore Scanlan, Fred Stoutland, 
Ted Wallower. Grace Stewart, Barbara Potts 
Millie Eberhard 

Branch Offices 

1680 N. Vine Street, Hollywood 28, Calif. 
6363 Wilshire Boulevard, Los Angeles 48, Calif. 
Locke W. Turrer, m.d Murray 
m.d. 

2700 Russ Building, San Francisco 4, 
Charles H. Russell, r.-tv d.; Betty 
$00 Peachtree Street, Atlanta, Ga. 


Palmolive Building, Chicago 11, UL, 
73-9200 


Calif. 
Calif. 


Angeles 5, 


2-2838 


Thompson 


Donelly asst 


Calif. 


Share 


SUperior 
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Art or winner, 





from the portfolio of Ey Sales Builders 





This is the only show of its kind in all television. And 
its unique program content is matched by the audience and 
sales marks it keeps chalking up every day. 


Scheduled in the “children’s hour,” it comes up as one of 
the top-rated juvenile shows on the screen; in other 
periods, it does just as well! In market after market, 
RAMAR’S pay-off audiences provide sales material for the 
station carrying this TPA feature. 


With Jon Hall available for commercials, RAMAR sells as 
divers a list of products as we’ve even seen: from candy 
bars (juvenile appeal) to gas and oil (juvenile appeal?). 


While this TPA property is smashing all distribution 
records (it was recently bought for over 35 markets in 
the South-East—one of the largest deals ever made in that 
area), good availabilities still remain. If you’d like to tie 
7 with an amazing sales builder, get in touch with TPA 
—fast. 


Television Programs of America, Inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood: 6253 Hollywood Boulevard 





Buyers (Cont'd from page 67) 


462 Bolyston Street, Boston, Mass. 

Ralph C. Conner, r.-tv d. 

Penobscot Building, Detroit 26, Mich. 
Northwestern Bank Building, Minneapolis 2, 
Minn. 

1614 Rand Building, Buffalo 3, N. Y. 

George L. Snyder, m.d.; Wm. M. Decker, III. 
205 Harrison Street, Syracuse 2, N. Y. 
Terminal Tower Building, Cleveland 13, 0. 
2200 Grant Building, Pittsburgh 19, Pa. 

Faris R. Feland, a.e. & r.-tv t.b.; James Gallivan. 
223 Mercantile Commerce Building, Dallas, Texas 
T. L. Hasbrouck, mgr.; Madelon Mosier, exec. 
secy. 

BATZ-HODGSON-NEU WOEHNER ADVERTISING 
AGENCY 

122 N. 7th Street, St. Louis 1, Mo. 

H. W. Neuwoehner, partner. 

ADRIAN BAUER ADVERTISING AGENCY, INC. 
1528 Walnut Street, Philadelphia 2, Pa. 

Elmer Jaspan, r.-tv d. 

BAY PATH ADVTG., INC. 

9 Elm Street, Southbridge, Mass. 


BAYLESS-KERR CO. 

Hanna Building, Cleveland 15, Ohio 

George H. Kilbride, m.d. 

BEACON ADVERTISING ASSOC, 

7 West 44th St., N. ¥., MUrray Hill 2-0166 
BEAN ADVTG. AGENCY 

136 N. Delaware Street, Indianapolis 4, Ind. 
BEAUMONT, HELLER & SPERLING, INC. 
6th & Walnut Streets, Reading, Pa. 
BEAUMONT & HOHMAN, INC. 


6 N. Michigan Ave., Chicago 2, Ill., CEntral 
6-4230 

Branch Offices 

816 W. Fifth Street, Los Angeles 17, Calif. 
James W. Staples, mer. 

3100 Russ Building, San Francisco 4, Calif. 
Anne E. Hohman, m.d. 

917 Wm. Oliver Building, Atlanta, Ga. 

J. L. Laube, v.p. 

2312 Book Tower, Detroit 26, Mich. 

I. C. Bettiker, v.p. & Detroit mgr.; C. J. Snell, 
a.e. 

1025 Grand Avenue, Kansas City 6, Mo. 
Insurance Building, Omaha 2, Neb. 

1505 N.B.C. Building, Cleveland 14, Ohio 
William E. Jasinski. 

1905 Elm Street, Dallas 1, Texas 

230 Central Building, Seattle 4, Wash. 

L. H. Marchi, 

FRED R. BECKER ADVTG. AGENCY, INC. 
Washington Building, Louisville 2, Ky. 
BELDEN & HICKOX 

1900 Euclid Avenue, Cleveland 15, Ohio 
HERBERT 8S. BENJAMIN ASSOC., INC. 

234 Main Street, Baton Rouge, La. 
BENNETT-ADVERTISING, INC. 

222 S. Church Street, Charlotte, N. C. 

VICTOR A. BENNETT CO., INC. 

511 Fifth Avenue, N. Y., MUrray Hill 7-2186 
Victor A. Bennett, Edward D. Kahn. 

WALTER F. BENNETT & CO. 

20 N. Wacker Dr., Chicago, Ill., FRanklin 2-1131 
Walter F. Bennett, principal; Jane Gunther, m.d. 
Branch Offices 

6912 Hollywood Boulevard, Hollywood 28, Calif. 
1405 Locust Street, Philadelphia 2, Pa. 


WTVN 


Greatest coverage 
of the Columbus market 


REPRESENTED BY EATZ 











BENNETT-ADVERTISING, INC, 

208 East Green Street, High Point, N. C. 

Robert Tracy, v.p.; T. T. Evans, secy.; Robert 
McKericher, v.p. 

BENNETT, WALTHER & MENADIER, INC. 
69 Newbury Street, Boston 16, Mass. 


BENTON & BOWLES, INC. 

444 Madison Avenue, N. Y., MUrray Hill 8-1100 
Tom Mahon, William Murphy, Grace Porterfield, 
Don Tansill, Frank Carvell, Helen Kowalsky, 
Richard Trea, Tom Carson, Donald Foote, Bern 
Kanner, Tom Tilson, Jay Wasserman, all broad- 
cast buyers. 


Branch Office 

6253 Hollywood Boulevard, Hollywood 28, Calif. 
IRVING BERK CO., INC. 

551 Fifth Avenue, N. ¥., MUrray Hill 2-4234 
BEKMINGHAM, CASTLEMAN & PIERCE, INC, 
136 East 38th Street, N. Y., LExington 2-7550 
Stephen W. Siddle, m.d. 

TED BERNSTEIN ASSOCIATES 

112 West 34th Street, N. Y., MUrray Hill 5-3730 
Sylvester J. Bernstein, m.d. 

GORDON BEST COMPANY 

228 N. LaSalle Street, Chicago, Ull., STate 2-5060 
Edwin A. Trizil, Richard Best. 

BOB BETTS ADVERTISING 

1150 Bannock Street, Denver 4, Colo. 

John F. Connors, tv d. 

BEN BEZOFF & CO. 

220 Majestic Building, Denver 2, Colo. 

THE BIDDLE COMPANY 

814 North Main, Bloomington, Ill. 

Shirley A. Sunwall. 

BIDDLE Co. 

75 E. Wacker Drive, Chicago 1, IL, CEntral 
6-1766 

LEE 8. BIESPIEL ADVTG. AGENCY 

605 N. Michigan Ave., Chicago 11, Ill., DElaware 
7-4190 

RALPH BING ADVERTISING CO. 

2063 East 4th Street, Cleveland 15, Ohio 

Ralph S. Bing, pres. 

BIOW-BEIRN-TOIGO, INC. 

640 Fifth Avenue, N. Y., PLaza 9-1717. 


John Kucera, d. r.-tv, m.; Len Tarcher, Kenneth 
Kearns, Ethel Wieder, E. G. Van Horsen, Al Ses- 
sions, Sam Vitt, Isabel Ziegler. 


Branch Offices 

8907 Wilshire Boulevard, Beverly Hills, Calif. 
Avis Philbrook, m.d. 

703 Market Street, San Francisco 3, Calif. 
Lyndon W. Gross, m.d. 

BISBERNE ADVTG. COMPANY 


185 N. Wabash Ave., Chicago, Tll., KAndolph 
6-1111 


R. Bernstein. 

BISHOPRIC/GREEN & ASSOCIATES, INC. 
1234 duPont Building, Miami, Fla. 

W. Arthur Fielden, v.p. & tv d. 


A. 8. BLACK & COMPANY, INC. 

5105 San Jacinte Street, Houston 4, Texas 

A. S. Black, Bill Bryan. 

BLAINE-THOMPSON CO., INC. 

234 West 44th Street, N. Y., LOngacre 4-0800 
Lee Frankel. 

BEN B. BLISS & CO., INC. 

1475 Broadway, N. Y., BRyant 9-5528 


Ben Bliss, M. Gloria, David H. Witt, Rose L. 
Orton. 


BLITZ ADVERTISING 
937 S. W. Jackson, Portland 1, Ore. 
Arnold Blitz. 


WARU-TV 


Dominates the 
Cincinnati Market 


REPRESENTED BY KATZ 





Branch Offices 

Jones Building, Seattle, Wash. 

ADOLPH L. BLOCH ADVTG. AGENCY 
108 N. W. 9th Avenue, Portland 9, Ore. 
Adolph L. Bloch, o.; Edna M. Bloch, m.b. 
FRANK L. BLUMBERG ADVTG. 

800 Cathedral Street, Baltimore 1, Md. 
BOCCARD, DUNSHEE & JACOBSEN, INC. 
867 Federal Boulevard, Denver, Colo. 
Joyce Brown Miller, m.d. 

THE FRED BOCK ADVERTISING CO. 
1136 Second National Building, Akron 8, Ohio 
Fred C. Bock, pres. 


BONSIB ADVERTISING AGENCY 
Fort Wayne Bank Bldg., Fort Wayne 2, Ind. 


BILL BONSIB ADVTG. AGENCY 

1717 East Colfax Avenue, Denver 18, Colo. 

Jay Tallant, v.p. 

BOONE & CUMMINGS ADVTG.-MERCHG.-PUB. 
RELTNS. 

3003 Louisiana, Houston 6, Texas 

Graham B. Boone, Jr. and D. Malcolm Cummings, 
partners; Woods Robinson, prod. megr.; John 
Webb, asst. prod. mgr.; Robert F. Flagg and 
Betty Jane Mitchell, a.e.'s; Elsie Brupbacher, 
pub. reltns. 

BOTSFORD, CONSTANTINE & GARDNER 

115 S. W. Fourth Avenue, Portland 4, Ore. 
Frankie Coykendall, v.p. & m.d. 

Branch Offices 

625 Market Street, San Francisco 5, Calif. 
Mildred P. Wrenn, m. mer. 

261 Madison Avenue, N. Y¥., OXford 37-2797 
Marjorie Leonardis. 

1400 Tower Building, Seattle 1, Wash. 

J. P. Heverly, v.p. 

LEO P. BOTT JR. ADVTG. 

G4 E. Jackson Boulevard, Chicago 4, Ul., HAr- 
rison 7-9187 

LEO BOULETTE AGENCY 

303 N. Main Street, Three Rivers, Mich. 


BOURNE ASSOCIATES, INC. 

60 East 42nd Street, N. Y., VAnderbilt 6-1423 
Severin Bourne, treas.; Victor Arden. 

BOZELL & JACOBS, INC. 


205 N. LaSalle Street, Chicage 1, Hl., CEntral 
6-0870 


Phil Rouda, v.p. chge. r.-tv. 

Branch Offices 

340 North Kodeo Drive, Beverly Hills, Calif. 
Archie Jacobs, mgr.; David R. Brown, a.e. 
1308 Tower Building, Seattle 1, Wash. 


Lloyd Stackhouse, Stan Pforr, Jerry Hines, all 
a.e.’s. 


1812 N. Meridian Street, Indianapolis 2, Ind. 
2 West 45th Street, N. Y¥., MUrray Hill 7-6210 
Harold Fair, v.p. for tv & r. 

711 Fourteenth St., N.W., Washington 5, D. C. 
Mark Foster. 

2110 N. Charles Street, Baltimore 18, Md. 
Arthur Booth, v.p.: Peter Torrieri, a.e. 

625 Second Avenue South, Minneapolis 2, Minn. 
6711 Sunset Boulevard, Hollywood 28, Calif. 
1016 Baltimore, Kansas City 5, Mo. 

Bert S. Bremson, mer. 

510 Electric Building, Omaha 2, Neb. 

Henrietta Kieser, v.p. & r.-tv coordinator: John 
H. Dow, Clete Haney, Julian K. Billings, all 
v.p.'s. 

Themas Building, Dallas 1, Texas 

421 Caroline, Houston 2, Texas 

Carl Storey, v.p. & gen. mgr.; Dak Pellerin, a.e.; 
Jack Stewart, r.-tv d 

BRACY AND BRACY 

1030 Euclid Avenue, Cleveland 15, Ohio 

Frances M. Bracy. 

ARTHUR BRAITSCH ADVERTISING 

528 Hospital Trust Building, Providence 3, RK. 1. 
Arthur Braitsch, John A. Lorimer. 

MICHAEL BRAND ASSOC. 

8820 Sunset Boulevard, Hollywood 46, Calif. 
RICHARD T. BRANDT, INC, 

1510 Keith Building, Cleveland 15, Ohio 

Eleanor M. Clark, secy. 

THE J. CARSON BRANTLEY ADVTG. AGENCY 
201 South Main, Salisbury, N. Car. 

J. Carson Brantley, pres. 


(Continued on page 72) 









WLsc-TV 
MUNCIE 
INDIANA 





is 
31%, hours per week 


in the nation in 
HOURS PER WEEK 
SPENT VIEWING TV 


WLBC-TV is Ist 
choice in 
MUNCIE FOR 


ik 


They really go for TV in Mun- 
cie as proven in a recent na- 
tion-wide survey made in 34 
cities by the American Research 
Bureau. The average Muncie 
family spends 31% hours per 
week watching television . . . 
more hours per week than any 
other city! WLBC-TV leads in 
Muncie according to the No- 
vember A.R.B. Report, telecast- 
ing from 7 A.M. to 11:30 P.M. 


CBS - NBC - DUMONT-ABC NETWORKS 





WLBC-TV 





INDIANA 


MUNCIE, 
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Big budget or small, your prospects are bigger and better when you put your money on 
WXIX, Milwaukee’s new CBS Television station. At card rates which are only 30% to 50% 
as high as the cost of the other stations (maximum discounts applied), WXIX has proved 
in a matter of weeks to be the best buy—by far—in the compact seven-county Milwaukee 
marketing area. In terms of station breaks, for example, WXIX (whose average ratings 

have gone up 16.1%) averages 138% more viewers per dollar than the second station (whose 
average ratings have dropped 21.4%). ..and 352% more viewers per dollar than the third 
station (whose ratings have dropped 36.5%). Specifically, WXIX station breaks deliver 

an average of 19 viewers per penny! Putting it another way, that’s a cost of only 52 cents 


per thousand! 


Join the more than 300 local, national spot and network sponsors who are now investing 


their advertising dollars on WXIX, and get more for your money in Milwaukee. 


WXIX Milwaukee CBS Owned Represented by CBS Television Spot Sales 


Sources: Telepulse, March-May 1955 
Rates from SRDS, May 1955 











Buyers (Cont'd from page 69) 


BREIG ASSOCIATES 

1715 Walnut Street, Philadelphia 3, Pa. 
BRENNAN ADVERTISING AGENCY 
1414 W. Clay Street, Houston 19, Texas 
Branch Office 

4083 Westheimer Road, Houst 
BRUCE B. BREWER & CO. 
900 Walnut Street, Kansas City 6, Mo. 

Bruce B. Brewer, mng. partner; John S. Kirwan. 
r.-tv d.: Mary E. Klein, m.b.: W. Marshall 
Giesecke, a.e. 

Branch Office 

400 Foshay Tower, Minneapolis 2, Minn. 
Warren J. Michael, tv d.; Mary Ann Schultz, 
m.b. 


6, Texas 





BRINCKERHOFF & WILLIAMS 

928 Governor Nichols Place, New Orleans 

E. V. Brinckerhoff, Aubrey Williams, Mary Lou 
Hopkins. 

BRISACHER, WHEELER & STAFF 

1660 Bush Street, San Francisco 9, Calif. 
Branch Offices 

1680 N. Vine Street, Hollywood, Calif. 

350 Fifth Avenue, N. Y., BRyant 9-5600 


Richard I. Ide. v.p.: Darrell N. McCain, m.d.: 
Violet W. Clifton. 


BROADCAST ADVTG. 

170 S. Beverly Drive, Beverly Hills, Calif. 
BROADCAST ADVERTISING, INC. 

8 Newbury Street, Boston 16, Mass. 


James E. Murley, pres. & treas.: J. Joseph 
Manning, mer. & t.b.; Ken Gieringer, prod. mer. 


BROADCAST PRODUCTIONS, INC. (B-P-I) 
350 Madison Avenue, Detroit 20, Mich. 
BROADCAST SERVICE, INC. 

4601 Gordon Avenue, Madison, Wisc. 
ROWLAND BROILES CO. 

805 Dan Waggoner Bidg., Fort Worth, Texas 
Claudia Benge, r.-tv d. 

BROOKS ADVTG. AGENCY 

416 West Sth Street, Los Angeles 14, Calif. 
BROOKE, SMITH, FRENCH & DORRANCE, INC. 
$169 E. Jefferson Avenue, Detroit 14, Mich. 


H. R. Bayle, m.d.; John R. Bowers. mgr. m. 
dept.: W. H. Hammond, Hal E. Rumble 


Branch Offices 
149 California Street, San Francisco 11, Calif. 


Royce Russell, pres.: King Harris and Parker 
Wood, v.p.’s: Doris Williams, m.d. 


52 Vanderbilt Avenue, N. Y., MUrray Hill 6-1800 
H. E. Pengel. 

BERNARD M. BROOKS, ADVERTISING 

419 Aztec Building, San Antonio, Texas 
Bernard M. Brooks, o.; Hull Youngblood, a.e. 

Ss. M. BROOKS ADVTG. AGENCY 

Union Nati 1 Bank Buildi Little Rock, Ark. 
Earl L. Saunders, v.p. 

D. P. BROTHER & COMPANY 

4th Floor General Motors Bldg., Detroit 2, Mich. 
Ralph Bachman. 

BYRON H. BROWN & STAFF 

3719 Wilshire Boulevard, Los Angeles 5, Calif. 
Byron H. Brown, Don Frank, Lee Oliver. 

CARL 8S. BROWN CO., INC. 

630 Fifth Avenue, N. Y., PLaza 737-4610. 
Herbert Stott, Rosemary Vitanza. 

E. H. BROWN ADVTG. AGENCY 

20 N. Wacker Drive, Chicago 6, Il., FRanklin 
2-9191 

James W. Holmes, Ellen Korngiebel, E. H. Brown. 
BURTON BROWNE ADVTG. 


619 N. Michigan Avenue, Chicago 11, Il., 
SUperior 77-7700. 
Bea Rosenblum, m.d. 


WARU-IY 


Dominates the 





Cincinnati Market 


REPRESENTED BY KATZ 
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BURTON BROWNE/NEW YORK 
562 Fifth Avenue, N. Y., JUdson 2-1110 
A. D. Adams. 


FRANKLIN BRUCK ADVTG. CORP. 

1270 Sixth Avenue, N. Y., CIrele 77-7660 

Alice Ross, r.-tv t.b. 

Branch Office 

532 N. Cherokee Avenue, Los Angeles 4, Cal-f. 
BUCHANAN & CO., INC. 

1501 Broadway, N. Y., BRyant 9-7900 

Nat Strom, r.-tv d.; Mildred Ingvall. 

Branch Offices 


451 North La Cienega Boulevard, Los Angeles 
18, Calif. 


Charles E. Coleman, v.p.; Frank E. O’Brien and 
Robert L. West, a.e.’s. 


155 Montgomery Street, San Francisco 4, Calif. 


Gertrude Moeller, m.d.; Ray Randall, Exec. v.p.: 
D. L. MeGee, a.e. 


333 N. Michigan Avenue, Chicago 1, Til., 
ANdover 3-6611 

BUCHANAN-THOMAS ADVTG. CO. 

412 South 19th Street, Omaha 4, Neb. 

Adam Reinemund, r.-tv d.: Gene Cuddeback, asst 
r.-tv d. 

BUCHEN COMPANY 

100 W. Madison Avenue, Chicago, lll., RAndolph 
6-9305 

Howard W. Rose, Lee Carlson, C. W. Fischer. 


BUCKLEY ORGANIZATION 
Lincoln-Liberty Building, Philadelphia 7, Pa. 


FRANK BULL & COMPANY 


1239 North Highland Avenue, Los Angeles 33, 
Calif. 


Frank Bull, o.; Mel R. Roach, gen. mgr.; Hank 
Konysky and Rudy Perkal, a.e.’s: Jane T. 
Darden, r.-tv t.b.; Hedda Harmer, sp. b. 

THE BULLARD AGENCY 

219 Court Street, Port Huron, Mich. 
Rockwood Bullard, pres. 

G. NORMAN BURK, INC. 

223 ith Avenue, Pittsburgh 2, Pa. 

G. Norman Burk, pres. & a.e.; Kenneth Hoel, 
ae. 

BURLINGAME-GROSSMAN ADVTG. 

207 S. Wabash Avenue, Chicago 4, Ill., WAbash 
2-3383 

LEO BURNETT COMPANY, INC. 


360 N. Michigan Avenue, Chicago 1, Ill., CEntral 
6-5959 


Kenneth B. Fleming, Jr.. R. Bowen Munday. 
Harold Tillson, Richard P. Jones, all m. group 
supervisors; Phil Archer, Dick Coons, Kay 
Meyers, David Arnold, Richard Foerster, Harry 
Furlong, Helen Stanley, Nicholas Wolf, John 
Harker, Rex French, John Boden; Esther Rauch, 
Marie Grewe, Mary Lou Ruxton, John Deacon, 
all asst. t.b.’s. 


Branch Offices 

1680 N. Vine Street Hollywood 28, Calif. 
Wendell Williams. 

677 Fifth Avenue, N. Y., MUrray Hill 8-9180 
Bill Melivain, v.p. chge. N. Y. office. 
BURNETT & LOGAN 


450 E. Ohio Street, Chicage 11, Ul., MOhawk 
4-5580 


Robert Shonfeld, creative d.; Enid Warfield, mci. 
BYER & BOWMAN ADVTG. AGENCY 

66 South 6th Street, Columbus 15, Ohio 
BYRDE, RICHARD & POUND ADVTG. AGENCY 
381 Fourth Avenue, N. Y., ORegon 9-1567 
Marie Meighan. 

BYRUM ADVERTISING AGENCY 

924 Broadway, Denver 3, Colo. 

R. H. Byrum. 


BERANE SS, rene 


CABAT-GILL ADVTG. AGENCY 

191 N. Church, Tucson, Ariz. 

HAROLD CABOT & CO., INC. 

136 Federal Street, Boston 10, Mass. 

David R. Williams, m.d. 

STANLEY L. CAHN CO. 

1 East 24th Street, Baltimore 18, Md. 
CALDWELL, LARKIN & CO., INC. 

Merchants Bank Building, Indianapolis 4, Ind. 


CALKINS & HOLDEN, INC. 

247 Park Avenue, N. Y., PLaza 5-6900 

Thomas H. Young, m.d.; Timothy J. O'Leary, 
ehf. t.b. 

Branch Offices 

712 South Curson Avenue, Los Angeles 36, Calif. 
Harry W. Witt, v.p.; Andy Potter, a.e.; Blanche 
M. Graham, m.d. 

333 N. Michigan Avenue, Chicago, Ill., RAn- 
dolph 6-3830 

Georse B. Bogart, Wayne Fickinger. 

4. M. CAMP AND COMPANY 

104 Savings & Loan Building, Wheaton, Ill. 
John M. Camp, pres.; Grace R. Jordan, Margaret 
D. Johnson, Rosemae Kline. 
CAMPBELL-EWALD CO. 

General Motors Building, Detroit 2, Mich. 
Branch Offices 

1680 N. Vine Street, Hollywood 28, Calif. 

3460 Wilshire Boulevard, Los Angeles 15, Calif. 
235 Montgomery Street, San Francisco 4, Calif. 
1737 H Street N.W., Washington 6, D. C. 

45 Edgewood Avenue, Atlanta 3, Ga. 


230 N. Michigan Avenue, Chicago, Ill., CEntral 
6-1916 


James Gentile. 

1010 Washington Avenue, Kansas City 11, Mo. 
4188 Madison Avenue, N. Y., MUrray Hill 8-3400 
Henry Bockhop, Rena Mayer. 

Bryan & Burlington Streets, Dallas 1, Texas 


CAMPBELL-MITHUN, INC. 


1300 Northwestern Bank Buildi 
2, Minn. 


Robert Wold, mgr. facilities & program buying; 
Paul Ewing, Rita Kasper. 

Branch Office 

919 N. Michigan Avenue, Chicago, Ill. DElaware 
7-7553 

Clay Rossland, Minnie Kaplan, Elsie Laufer. 
CAPITAL ADVERTISING, INCORPORATED 
528 North Washington Avenue, Lansing, Mich. 
4. Mark Battaglia, m.d. 

THE CAPLES CO. 

225 E. Erie Street, Chicago 11, Hll., SUperior 
7-0016 

Branch 6ices 

1617 E. MeDowell Street, Phoenix, Ar:z. 

301 S. Kingsley Drive, Los Angeles 5, Calif. 
260 California Street, San Francisco 11, Calif. 
F. Nat Sinclair, tv d.; Rob’t J. Livingston, v.p. 
1504 Dodge Street, Omaha 2, Neb. 

James D. Farris, a.e. 

295 Madison Avenue, N. Y., MUrray Hill 41-6800 
Ruth Folster. 


Mi hi 





CARGILL AND WILSON, INC. 

11 South Second Street, Richmond 19, Va. 

E. Manning Bubin, r.-tv d. 

MILTON CARLSON CO. 

3450 Wilshire Boulevard, Los Angeles 5, Calif. 


Milton V. Carlson, pres.; Ruth Johnson; Sterling 
Blakeman, a.e. 


CARMONA & ALLEN, INC. 


1213 North Highland Avenue, Hollywood 38, 
Calif. 


A. M. Carmona, W. C. Allen, Ray Ganopole, W. 
J. Griffiths. 

CARPENTER ADVERTISING CO. 

1220 Huron Road, Cleveland 15, Ohie 
CARTER ADVTG. AGENCY, INC. 

912 Baltimore Avenue, Kansas City 5, Mo. 
CAYTON, INC, 

9 East 40th Street, N. Y., LExington 2-1711 
Donna Quigley. 

W. CRAIG CHAMBERS, INC. 

513 2nd Avenue, Pittsburgh 19, Pa. 
CHAMBERS & WISWELL, INC. 

250 Park Square Building, Boston 16, Mass. 
Helen C. Horrigan, m.d. 

CHARLES J. CHARNEY ASSOC. 

1819 Broadway, N. Y., PLaza 73-0955 - 6 
Charles J. Charney, Al George. 

JAMES THOMAS CHIRURG CO., INC, 

Park Square Building, Boston 16, Mass. 


(Continued on page 76) 
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2 very careful study of the pulling power of each of fifteen 

SS |2.25| 2] 2 Stations carrying a special flower-seed offer, breaking 

down the results on the basis of cost-per-order received. 

25 | .25 / 1.25] 2-25) 3 | 575) 3 To get the flower seeds, viewers were required to send 

. in twenty-five cents plus a key strip from a can of 

s 15 | us . 2 Butter-Nut Coffee. This was the acid test for both coverage 

[a and showmanship — the one and only objective was 
s 25} . ORDERS! 

—— . 











Here’s the Box Score on the Top 6... 


KOLN-TV— 28 PER ORDER 
VHF STATION B— 40c PER ORDER 





Here’s How Lincoln-Land Responded! 


The map shows the percentage of total orders 
received from each county. It’s a perfect example 











of the power of KOLN-TV throughout all Lincoln- VHF STATION C — 45c PER ORDER 

Land generally, and in Lancaster County (Lincoln) VHF STATIONS D AND E— 53c PER ORDER 
specifically. More than one-third of all orders 

came from this, Nebraska's second metropolitan VHF STATION F— 67c PER ORDER 

market! 


If it’s results you want, don’t miss the 207,050 families in 
Lincoln-Land— more than half of them reached only 
by KOLN-TV. 





KOLN-TV 


The Fetzer Hatlions 


WKZO.TV — GRAND RAPIDS KALAMAZOO © DUMONT 
WJEF — GRAND RAPIDS ABC 


Avery-knodel, Inc., Exclusive National Representative. 





covers LINCOLN-LAND—NEBRASKA’S OTHER BIG MARKET 
CHANNEL 10 © 316,000 WATTS «© LINCOLN, NEBRASKA 
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left to right: Emmett C. McGaughey — Executive Vice President, West Coast, Erwin, Wasey & Co., Ltd. Paul H. Willis — Assistant Vice President, 
Carnation Company. Norman Best —Vice President, Erwin, Wasey & Co., Ltd. Gi ohannan — Radio-TV Media Director, Erwin, 
Wasey & Co., Ltd. E. A. Gumpert — Advertising Manager, Milk Products Division, Carnation Co. Walter Davison — Western Division 
Sales Manager, Television, NBC Spot Sales. 


Candid photo by Elliott Erwitt. Taken at the 
Carnation Home Service Department Test Kitchen, Los Angeles. 
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‘ON SPOT 


the Carnation Company 
and its agency, 

Erwin, Wasey, are Sold 
on Spot as a basic 
advertising medium! 


Carnation, one of America’s top-ranking 
food companies, makes Spot Radio and 
Spot Television a prominent part of its 


master advertising plan. e 


Spot is used as a local selling tool in 
specific markets. Guided by sales con- 
ditions in each market, Carnation buys: 


20-SECOND STATION BREAKS: to reach 
nighttime Radio and TV audiences at 
relatively low cost and, in Television, to 
demonstrate uses of the product visually. 


MINUTE PARTICIPATIONS: to benefit from 
the selling personalities and reputations 
of local Radio and Television talent with- 
in their individual markets. ' 


Complete flexibility of timing and mar- 
ket selection . . . low costs with high 
sales return . . . are Spot’s basic advan- 
tages for Carnation. Spot can sell hard 
for you, too! 


Ask your agency or an NBC Spot Sales 
representative. More and more advertis- 
ers are Sold on Spot because more cus- 
tomers are Sold on Spot . . . and some 
Spots are better than others. 


representing RADIO STATIONS: 


MNBC San Francisco WAVE Louisville 

KSD Sr. Louis KGU Honolulu 

WRC Washington, D.C. WRCA New York 

WTAM Cleveland WMAQ Chicago 
and the NBC Western Radio Network 


representing TELEVISION STATIONS: 


SPOT SALES WRC-TV Washington, D. C. KONA-TV Honolulu 


30 Rockefeller Plaza, New York 20, N. Y. WNBK Cleveland WRCA-TV New York 
Chicago Detroit Cleveland Washington ss “pee a wae ye 
San Francisco _Los Angeles Charlotte* WAVE-TY Louisville « pees ange on 
Atlanta* Dallas* *Bomar Lowrance Associates WRGB Schenectady-Albany-Troy KSD-TV St. Louis 








from the portfolio of frrs| Sales Builders 























No mystery about the success of this one. Here’s a brand 
new series, that boasts an unbroken record of success in 
every major medium. Ellery Queen is a fictional detective 
who is very real to tens’ of millions of fans. And Hugh 
Marlowe, star of stagé (“Voice of the Turtle”) and screen 
(“Twelve O’Clock High” and many others) brings him to 
vivid life in each episode. 


With scripts (whieh avoid sadism and brutality) super- 
vised by Ellery Queen, with production on the level of the 
highest quality dramatic offerings, the show has won 
instantaneous acceptance by local and regional advertisers 
throughout the country, as well as by stations which 
bought the property to make sure it was on their air. All 
of them are profiting, from the audience-building tie-in 
with the American Weekly. 


If you’re interested in a series where you know how you’re 
going to come out, ELLERY QUEEN is your dish. 


For availabilities on this proved winner, contact your 
nearest TPA office. 


Television Programs of America, Inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood: 6253 Hollywood Boulevard 





Buyers (Cont'd from page 72) 


CHRISTIANSEN ADVTG. AGENCY 

135 S. LaSalle Street, Chicago, Ull., CEntral 
6-2484 

Clare Welsh. 

Cc. P. CLARK, INC, 


The Penthouse, James Robertson Hotel, Nash- 
ville 3, Tenn. 


D. G. Goodwin, pres.; Sara Nolan. 

ROBERT E. CLARK ADVTG. AGENCY 

29 N. Broadway, Aurora, Ill. 

HAROLD WALTER CLARK, INC. 

933 Sherman Street, Denver 3, Colo. 

Wy Spence, v.p. 

COE ADVERTISING AGENCY, INC. 

307 South Townsend Street, Syracuse 2, N. Y. 
Smith S. Binning, r.-tv d. 

ARNOLD COHAN CORP. 

130 East 59th Street, N. Y., MUrray Hill 8-4664 
Arnold Cohan. 


HARRY B. COHEN ADVTG. CO., INC. 

41 East 42nd Street, N. ¥. OXford 7-0660 
Francis X. Brady, v.p.; Dean Sheffer, admin. 
asst.; Elizabeth Black, d-“r.-tv timebuying; 
Arthur Harrison and Robert W. Kelly, sr. 
buyers; Daniel Hirsch, Dolores V. Byrne, Bernard 
Singer, Ira Gonsier, all asst. buyers. 

COHEN & MILLER ADVTG., INC. 


1322 New York Avenue, N.W., Washington 5, 
PD. Cc, 


I. J. Cohen, pres. 


HERBERT W. COHON CO. 
18 East 41st Street, N. ¥., MUrray Hill 9-2277 
Herbert W. Cohon, pres. & t.b. 


L. C. COLE COMPANY, INC. 

4106 Sutter Street, San Francisco 8, Calif. 
William E. Haberman, pres.: Katharine Doyle 
Spann, a.e. 

COLE & WEBER ADVTG. AGENCY 

920 Republic Building, Seattle 1, Wash. 

Edna Erickson, m.d. 


WENDELL P. COLTON CO. 

122 East 42nd Street, N. Y., OXford 7-222 
Monica Donnelly, m.d. - 

MAX H. COMER ADVTG. AGENCY 
211% Mulberry Street, Kokomo, Ind. 


COMER & REAMES, INC, 
15 West 10th Street, Kansas City 5, Mo. 


COMPTON ADVERTISING, INC. 
261 Madison Avenue, N. Y., OXford 7-2400 


Ruth Jones and Genevieve Schubert, supervisors: 
Alfred Ritter, Thelda Cordani, Robert Liddel. 
Bertrand Mulligan; John Bessant, Jim Waterson, 
Edmond Semel, all asst. t.b.’s. 


Branch Offices 

6253 Hollywood Boulevard, Hollywood 28, Calif. 
141 W. Jackson Bilvd., Chicago, Ill., HArrison 
73-6935 

Beverly Haldeman. 

Keith Buildi Cinei ti 2, Ohio 

744 North 4th Street, Milwauke 3, Wisc. 

THE CONDON COMPANY 

1105 Rust Building, Tacoma 2, Wash. 

Victor Kaufman, partner; Gordon Bennett, r.-tv b. 
CONKLIN MANN AND SON 

342 Madison Avenue, N. Y., VAnderbilt 6-5577 
Richard Mann, m.d.; Edythe Boss. 

CONLEY, BALTZER & STEWARD 

494 Jefferson Street, San Francisco 9, Calif. 





WTVN 


Greatest coverage 
of the Columbus market 


REPRESENTED BY KATZ 














CONNER ADVTG. AGENCY, INC, 

431 Colfax Avenue, Denver 4, Colo. 

THOMAS F. CONROY, INC. 

Majestic Building, San Antonio 5, Texas 
CO-ORDINATED ADVTG. CORP. 

16 West 46th Street, N. Y., JUdson 2-2100 
Irving Herz, exec. v.p.: Virginia Ruggiero, m.d. 
CORBIN AND CAIL ADVTG. AGENCY 

350 E Street, Room 412, Eureka, Calif. 
Charles Paul Corbin, John E. Cail. 


COSBY & COOPER 
235 Montgomery Street, San Francisco 4, Calif. 


COWAN & DENGLER, INC. 

527 Fifth Avenue, N. ¥Y., MUrray Hill 2-09410 
A. Marie Maus, Christine Perkins. 

COX ADVERTISING AGENCY 

Arcade Building, Columbia 1, 8. C. 

Jane Cox Oliver, o. & mer. 


JOHN GILBERT CRAIG ADVTG., INC. 
913 Washington Street, Wilmington 99, Del. 


CRAIG & WEBSTER ADVTG. AGENCY 
22 Park Place, Lubbock, Texas 
T. Bruce Craig, partner; Leon Harris, a.e. 


THE CRAMER-KRASSELT CO. 
733 North Van Buren Street, Milwaukee 2, Wisc. 
Roger LeGrand, tv d.; Loretta Mahar. 


CRAWFORD & PORTER ADVTG., INC. 
Ivy Building, Atlanta 3, Ga. 


CRISP & HARRISON AGENCY 

210 Clark Building, Jacksonville, Fla. 

Daniel T. Crisp, prop. & mgr. 

CRITCHFIELD & COMPANY 

520 N. Michigan Avenue, Chicago, Ill., SUperior 
737-3061 

R. D. Cunningham, jr. v.p. 


CROOK ADVERTISING AGENCY 


1107 Fidelity Union Building, Bryan at Pacific, 
Dallas 1, Texas 


Frances W. Banister, m.d. 


SAMUEL CROOT CO., INC, 
28 West 44th Street, N. Y., BRyant 9-2588 
William Dollison, rsch. d.; Robert G. Croot, a.e. 


CROSSLEY & JEFFERIES, INC. 
6456 York Boulevard, Los Angeles, Calif. 


CUMMINGS, BRAND & McPHERSON ADVTG. 
Gas-Electric Building, Rockford, Il, 


CUNNINGHAM & WALSH, INC. 

260 Madison Avenue, N. Y., MUrray Hill 3-4900 
Newman McEvoy, v.p. & m.d.; Jerome Feniger, 
Joseph Gavin, Charles Helfrich, John Morena, 
Howard Spokes, Jeremy Sprague, William White. 
Branch Office 

8420 Sunset Boulevard, Hollywood 46, Calif. 


DANCER-FITZGERALD-SAMPLE, INC. 

347 Madison Avenue, N. Y., ORegon 9-0600 
Robert Wulfhorst, Cliff Botway, Jack Stack, Lou 
Dorkin, Pat Hawley, Eugene Alnwick, Frank 
Howlett, Val Ritter, Lionel Furst, Pete Saman, 
Jim Neville, Trudy Dineen, Martin Bruehl. 
Branch Offices 

1680 N. Vine Street, Hollywood 28, Calif. 

114 Sansome Street, San Francisco 4, Calif. 
William B. Dugan, v.p. & mer.; Charles L. 
Hotchkiss, v.p.; R. Glenn Wilmoth, m.d. 


221 N. LaSalle Street, Chicago, Ill., Financial 
6-1700 


H. C. Pick, m.d. 


DANIEL & CHARLES, INC. 

185 Madison Avenue, N. Y., MUrray Hill 6-7288 
J. R. Kupsick, S. Kampf. 

D’ARCY ADVERTISING CO. 

Missouri Pacific Building, St. Louis 3, Mo. 
430 Park Avenue, N. Y., PLaza 8-2600 

Irene Marsh, James Marino. 

Branch Offices 

3450 Wilshire Boulevard, Los Angeles 5, Calif. 
75 Eighth Street, N.E., Atlanta 5, Ga. 
Terminal Tower Building, Cleveland 13, Ohio 
R. I. DAVID & CO. 


510 N. Dearborn Street, Chicago 10, Ill., WHite- 
hall 4-1635 


LEONARD DAVIS ADVERTISING, INC. 
107 Front Street, Worcester 8, Mass. 
Leonard Davis, pres.; Marion Davis, 
Roxanne McAlian, secy. 

DAWSON ADVERTISING 

1150 Evans Avenue, Napa, Calif. 

IRA E. DeJERNETT ADVTG. AGENCY 
423 8S. Akard Street, Dallas 2, Texas 
DE MARTINI ASSOCIATES 

15th & Locust Streets, Philadelphia 2, Pa. 
Alfred De Martini, creative d.; Sylvan Litz, copy 
d.; Audrey Walters, Art d.; Nicholas Arena, 
prod. mgr.; Ruth Goren, m.d. 

ROBERT F. DENNIS ADVTG. AGENCY, INC. 
4564 York Boulevard, Los Angeles 41, Calif. 
HERSCHEL Z. DEUTSCH & CO., INC. 

575 Madison Avenue, N. Y., PLaza 3-1788 
Herschel Deutsch, Madeleine Allison. 

DEUTSCH & SHEA, INC. 

230 West 4ist Street, N. Y., LOngacre 4-5900 
Helen Curtis. 

DEVEREUX & CO., INC. 

266 Genessee Street, Utica 2, N. Y. 

DEVINE AND BRASSARD, INC. 

722 Realty Building, Spokane 1, Wash. 

Darrel W. Holt, a.e. 

DICKLOW ADVERTISING AGENCY 

1025 National City Building, Dallas, Texas 
Irene Scott Dicklow, o. & sp.b. 

DIENER & DORSKIND, INC, 

147 West 42nd Street, N. Y., BRyant 9-8300 
Leo Greenland. 

DIXIE ADVERTISERS 

P.O. Box 531, Jackson, Miss. 

Thomas L. Spengler, Jr., mgr. r.-tv dept. 
DOHERTY, CLIFFORD, STEERS & SHENFIELD, 
INC, 


treas.; 


350 Fifth Avenue, N. Y., BRyant 9-0445 
Gerald Gibson, head r.-tv t.b.; Lee Gaynor, 
r.-tv . 

THE RALPH L. DOMBROWER COMPANY, INC. 


Dombrower Building, 11 East Franklin Street, 
Richmond 19, Va. 


Janet Hanson, Ralph Dombrower, Jr.; Michaux 
Moody, talent b. 

DONAHUE & COE, INC. 

1270 Sixth Avenue, N. Y., COlumbus 5-2772 
Evelyn Lee Jones, Barbara Jones, Fred Mc- 
Clafferty, Marie Coleman, Carolyn Diem. 

Branch Office 

411 Hurt Building, Atlanta, Ga. 


W. B. DONER AND COMPANY 


505 Washington Boulevard Building, Detroit 26, 
Mich. 


Ellen Huser, m.d. 

Branch Offices 

203 N. Wabash Avenue, Chicago, lll., DEarborn 
2-4674 

Milford F. Kostman, Rolf W. Brandis. 

225 W. Fayette Street, Baltimore, Md. 

Louise Crocker, m.t.b. 

1324 West Wisconsin Avenue, Milwaukee 3, Wise. 
Gilbert B. Breimeister, gen. mer., Milwaukee 
office. 

DOREMUS & CO. 

120 Broadway, N. Y., WOrth 4-0700 

William Mann. 

Branch Offices 


425 Bush Street, San Francisco 8, Calif. 

Larry Hoge. 

208 S. LaSalle Street, Chicago, Ill., CEntral 
6-9132 

Charles C. Greene. 

53 State Street, Boston 9, Mass. 

Ruth L. Simonds, m.d. 

1522 Locust Street, Philadelphia 2, Pa. 


CHARLES F. DOWD, INC. 
413 Richardson Building, Toledo 4, Ohio 


JOHN C, DOWD, INC, 

212 Park Square Building, Boston 16, Mass. 
William H. Monaghan, mad. & t.b.; Edward J. 
Regan, asst. t.b. 

DOWD, REDFIELD & JOHNSTONE, INC. 

501 Madison Avenue, N. Y., MUrray Hill 8-1275 
Tyler Davis, tv-r.d.; Jean Gilbon, Betty Nasse 
Branch Office 

Park Square Building, Beston 16, Mass. 


DOYLE, DANE, BERNBACH, INC, 

20 West 43rd Street, N. Y., LOngacre 5-7878 
Harry Parnas, m.d.; Nina Flinn, Jean Simpson. 
DOYNE ADVERTISING AGENCY 

415 Church Street, Nashville 3, Tenn. 

DOZIER, EASTMAN & CO. 

1206 Maple Avenue, Los Angeles 15, Calif. 
MONROE F. DREHER, INC. 

30 Rockefeller Plaza, N. Y., Circle 6-6675 
Rudolph Klagstad, m.-rsch. d.; Lee Petry, t. & 
sp.b. 

ALBERT A. DRENNAN ADVTG. 

420 Market Street, San Francisco 11, Calif. 
MAXWELL DROKE, INC. 

1014 N. Pennsylvania Street, Indianapolis 6, Ind. 
DUBIN AND FELDMAN, INC. 

Bigelow Building, Bigelow Square, Pittsburgh 19, 
Pa. 


Wallace Feldman, m.d. 

JAY J. DUGAN AGENCY 

1622 Chestnut Street, Philadelphia 3, Pa. 
DUGGAN PHELPS ADVERTISING 


307 N. Michigan Avenue, Chicago, Ull., RAn- 
dolph 6-1076 


Frank E. Duggan; William H. Cline, m.d 


DUNCAN-BROOKS, INC. 

137 Willis Avenue, Mineola, N. Y. 

DUNDES & FRANK, INC, 

64 West 48th Street, N. Y., PLaza 7-0750 

Daisy Grosswirth. 

ROY 8S. DURSTINE, INC. 

655 Madison Avenue, N. Y., TEmpleton 8-4600 
D. Anne McManus. 

Branch Offices 

3440 Wilshire Boulevard, Los Angeles 5, Calif. 
1736 Stockton Street, San Francisco 11, Calif. 


HUGH DWIGHT ADVERTISING 
821 N.W. Flanders Street, Portland, Ore. 


EASTBURN-SIEGEL ADVERTISING AGENCY 
23 Spring Street, N.W., Atlanta, Ga. 


Harry L. Siegel, Sam Scheinman, M. L. Finkel 


ADAM F. EBY ADVERTISING 
Andrews Building, Buffalo 2, N. Y. 


ECOFF & JAMES, INC. 

121 South Broad Street, Philadelphia 7, Pa. 
Wesley M. Ecoff, pres. & treas.; Donald E 
Battle, v.p.; John W. Coburn. 

ELDRIDGE CO. 

Packard Building, Philadelphia 2, Pa. 


ELLINGTON & COMPANY 

535 Fifth Avenue, N. Y., MUrray Hill 37-4300 
Dan Kane, Jayne Smather. 

A. W. ELLIS COMPANY 

24 School Street, Boston 8, Mass. 

Lester L. Mayo, 0. 

EMERY ADVERTISING CORP. 

2 East North Avenue, Baltimore 2, Md. 

R. I. Highleyman, v.p. & r.-tv d. 


EPSTEIN ADVERTISING 

737 F Street, N.W., Washington, D. C. 

Aivin Epstein, pres.: Leon Leventhal, Lorraine 
Cabelus, Sol Panitz, m.d.: Virginia Webb, copy- 
writer: Ruth Graze, Jack Feiffer, Stan Barclay, 
all a.e.’s. 


(Continued on page 80) 
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Investigate at once...‘‘San Francisco Beat’’...39 exciting, authentic half- 


hour detective dramas from CBS Television Film Sales. 

A network-proven show, this series stands up under any investigation. 
As “‘The Line-Up,” it was number one in its time period on the CBS Television 
Network...rated 34% higher than the average nighttime network program — 
44% higher than the average network mystery program.* 

““San Francisco Beat’’ co-stars Warner Anderson and Tom Tully ...in 
powerful, fast-moving drama based on actual cases. Produced ‘‘on location,”’ 
it’s a vivid portrayal of big-city police in action, filmed by famed Desilu 
Productions under the supervision of the San Francisco Police Department. 

“San Francisco Beat”’ is available to all stations for the first time... 
subject to prior sale. Get all the facts first-hand from... 


CBS TELEVISION FILM SALES, INC. wit» ottices 


in New York, Chicago, Los Angeles, San Francisco, Dallas, Atianta, Boston, Detroit and 
St. Louis. Distributor in Canada: S.W. Caldwell Ltd., Toronto 


























If your sales are lagging in Buffalo, the 
nation’s 14th largest market, try WGR-TV. 
WGR-TV is Buffalo’s “most-watched” station. 
For instance, WGR-TV leads in 19 of 24 
quarter-hour segments from 6 p.m. to midnight. 


Get complete coverage of 470,436 sets throughout 
rich Western New York and 443,349 Canadian sets 
by putting your sales message on WGR-TV. 


MOST BUFFALONIANS WATCH 












CHANNEL 


NBC BASIC 


REPRESENTATIVES — Headley-Reed 
In Canada — Andy McDermott-Toronto 
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Buyers (Cont'd from page 77) 


ERWIN, WASEY & CO., INC. 

420 Lexington Avenue,-N. Y., LExington 2-8700 
Hal Davis, Keith B. Shaffer. 

Branch Offices 

5045 Wilshire Boulevard, Los Angeles 36, Calif. 
Glenn Bohannan, June Kirkpatrick. 

230 N. Michigan Avenue, Chicago 1, Ill., RAn- 
dolph 6-4952 

John L. Gwynn, m.d.; Helen Wood, r.-tv t.b. 
523 Marquette Avenue, Minneapolis 2, Minn. 
Wm. J. Nee, r.-tv d. 

1809 First National Building, Oklahoma City 2, 
Okla. 

Norman F. Hall, r.-tv d. 


BENJAMIN ESHLEMAN CO. 
1522 Lecust Street, Philadelphia 2, Pa. 


ESMOND, HIRSCH & ASSOCIATES, INC. 

10 East 40th Street, N. Y., MUrray Hill 5-4111 
Murray Hirsch, exec. v.p.; Joel Abramson and 
Emma Rich, m. 

WILLIAM ESTY CO., INC. 

100 East 42nd Street, N. Y¥., OXford 7-1600 
Richard C. Grahl, head spot t.b. r.-tv. 

Branch Office 

6331 Hollywood Boulevard, Hollywood 28, Calif. 
EVANS & ASSOCIATES 

Dan Waggoner Building, Fort Worth 2, Texas 
Earl Collings, a.e.; Barbara Seever, m.d. 
EVERLING ASSOC., INC. 

1015 Chestnut Street, Philadelphia 7, Pa. 
EWELL & THURBER ASSOCIATES 

23 E. Jackson Boulevard, Chicago 4, Ill., WEb- 
ster 9-O911 

A. T. Bonk, m.d.; Gordon McEnany, asst. m.d. 
Branch Offices 

6671 Sunset Boulevard, Hollywood 28, Calif. 
56 Grand Street, White Plains, N. Y. 

520 Madison Avenue, Toledo 4, Ohio 


i 


FABER ADVERTISING, INC. 

2525 Park Avenue, Minneapolis 4, Minn. 
FACTOR-BREYER, INC. 

607 S. Hobart Boulevard, Los Angeles 5, Calif. 
MIKE FADELL ADVTG. AGENCY 

525 N.W. Bank Building, Minneapolis 2, Minn. 
Michael J. Fadell, o. & megr.; John J. Polian, 
a.e.; Fred H. Kobler, public ritns. d.; Jane 
Harrington, a.e.; Nina Kosse, m.d.; Mrs. T. C. 
Hines, r.-tv b. 

FRANKLIN FADER CO. 

605 Broad Street, Newark 2, N. J. 

FAIRFAX, INC, 

17 East 49th Street, N. Y., MUrray Hill 8-9310 
Janice Hamilton, N. S. Ensler, Stanley Fishel. 


REX FARRALL, INC. 

Mellett Building, Canton 2, Ohio 
FEIGENBAUM & WERMEN ADVTG. AGENCY 
1922 Spruce Street, Philadelphia 3, Pa. 

Stanley Goldstein, tv-r. d.; David Wermen, part- 
ner; Leonard Schorr, a.e.; Jay Beneman, asst. a.e. 
FENSHOLT ADVTG. AGENCY, INC. 

360 N. Michigan Avenue, Chicago 1, Hl., RAn- 
dolph 6-1670 


COURTLAND D. FERGUSON, INC. 
National Press Building, Washington 4, D. C. 
Nan Hannum. 
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Branch Office 
Life Ins. Co. of Va. Building, Richmond 19, Va. 
LAWRENCE FERTIG & CO., INC. 

149 Madison Avenue, N. Y., MUrray Hill 9-7100 
Joseph Mintzer. 

FIORE & FIORE, ADVERTISING 

128 Mallory Avenue, Jersey City 4, N. 4. 
Albert A. Fiore, v.p.; John Critelli, b.; Paul 
Apello, prod. mer. 

FIRST UNITED BROADCASTERS 


201 N. Wells Street, Chicago, Hl., KAndolph 
6-7800 


Hugh Rager, mng. d. 

M. M. FISHER ASSOC, 

134 N. LaSalle Street, Chicago 2, Ill., CEntral 
6-1610 

L. C. FITZGERALD, INC. 

228 Weybosset Street, Providence, R. I. 

Louis C. FitzGerald, pres.; E. P. Conaty, treas.; 
M. Te Williams, r.-tv d 

FITZGERALD ADVERTISING AGENCY 


The Lee Circle Building, 1040 St. Charles Avenue, 
New Orleans 13, e 


Aubrey Williams, r.-tv dept. d.; Marie B. O'Meara. 
FITZMORRIS ADVERTISING, INC. 

6 N. Michigan Avenue, Chicago, Ill., CEntral 
6-6902 


Katherine J. Troccko. 

FLACK ADVTG. AGENCY, INC. 

Hills Building, Syracuse 2, N. Y. 

William P. Conklin Jr., pres. 

THE RICHARD A. FOLEY ADVTG. AGENCY 
1528 Walnut Street, Philadelphia 2, Pa. 
Alice Lynne Mooney, r.-tv t.b. 
FOLTZ-WESSINGER, INC. 

120 N. Shippen Street, Lancaster, Pa. 

FOOD RESEARCH & ADVTG. 

159 E. Chicago Avenue, Chicago 11, Ill., SUperior 
77-6664 


FOOTE, CONE & BELDING 
247 Park Avenue, N. Y., MUrray Hill 8-5000 


Arthur Pardoll, dir. broadcast m.; Peter Bardach, 
Penelope Simmons. 


Branch Offices 

6233 Hollywood Boulevard, Hollywood 28, Calif. 
900 Wilshire Boulevard, Los Angeles 17, Calif. 
Lydia R. Hatton, chf. t.b. 

235 Montgomery Street, San Francisco 4, Calif. 
Helen Stenson, r.-tv t.b. 

155 E. Superior Street, Chicago 11, Ill., SUperior 
7-4800 

Pacific Building, Portland 4, Ore. 

510 Taft Street, Houston 2, Texas 

FORT & CO. 

416 Providence Road, Charlotte 1, N. C. 
FOSTER & DAVIES, INC. 

2116 Keith Building, Cleveland 15, Ohio 

Miles C. McKearney, v.p.; Jescina Taylor, secy. 
to M. McKearney. 

FOULKE AGENCY, INC. 

2340 Rand Tower, Minneapolis 2, Minn. 

Eugene H. Gould, v.p. 

FOX & MACKENZIE 

1214 Locust Street, Philadelphia 7, Pa. 

E. M. Reynolds. 

ALBERT FRANK-GUENTHER, LAW, INC. 
131 Cedar Street, N. Y., COrtlandt 7-5060 
Robert Day, v.p. chge. r.-tv; Joseph R. Cox. 
Branch Offices 

425 Bush Street, San Francisco 8, Calif. 


(Continued on page 82) 
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This is the show BBD&O grabbed for Campbell Soup— 
even before it was offered for regional sale. It’s scheduled 
for showing and selling next Fall over a coast-to-coast 
CBS hookup. 


Agency and client immediately recognized a sure winner 
in this TPA property. 


For this TPA program has a story line that’s irresistible 
to young and old—with script to match. Billing credits are 
evenly divided between that wonder dog “Lassie” and a 
child star every parent will approve and every kid will 
envy. Production is tops—all down the line. 


Sorry, this one is not available. But for other quality pro- 
grams whose scripts, stars and showmanship make them 
sure audience winners and product sales builders, check 
your nearest TPA office. 








Television Programs of America, Inc. 





New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood: 6253 Hollywood Boulevard 











Buyers (Cont'd from page 81) 


1025 Connecticut Avenue, N.W., Washington 6, 
D.C. 


1 LaSalle Street, Chicago 2, Dl., DEarborn 2-6424 
10 Post Office Square, Boston 9, Mass. 

Packard Building, Philadelphia 2, Pa. 
CLINTON E. FRANK, INC, 

Merchandise Mart, Chicago, Ill., WHitehall 4-5900 
Joe Spery; Jack Matthews, m.d.;: Helen Davis. 
JONES FRANKEL CO. 

180 N. Wabash Avenue, Chicago 1, Ill., DEar- 


ox 


bern 2-5745 

ALEX T. FRANZ ADVTG. 

221 N. LaSalle Street, Chicago 1, Ill, CEntral 
6-5025 

THE FREDERICK-CLINTON CO., INC, 

545 Fifth Avenue, N. Y., MUrray Hill 2-7433 
Harold S. Rieff, treas. 

CRUT FREIBERGER & CO. 

1439 Court Place, Denver 2, Colo. 








Curt Freiberger, pres.; R. C. Lochrie, gen. mgr.; 
Stephen R. Demarest, tv d.; Jack W. Mefford, a. 
OAKLEIGH R. FRENCH & ASSOCIATES 

4235 Lindell Boulevard, St. Louis 8, Mo. 

C. Sewell Pangman, m.d. 

FRENCH & PRESTON, INC. 

500 Fifth Avenue, N. Y., OXford 5-3450 
Mildred Gannon. 

E. M. FREYSTADT ASSOCIATES, INC. 

11 East 42nd Street, N. Y., MUrray Hill 2-6313 
Charles C. Walter, v.p. 

FRIEND-REISS ADVERTISING 

221 West 57th Street, N. Y., PLaza 77-8030 





Edward Ratner, r.-tv d.: Ruby Safion, Allan 
Klamer. 
FRIZZELL ADVTG. AGENCY, INC, 


1925 Nicollet Avenue, Minneapolis 3, Minn. 





F. C. Sigurdson, a.e. 

HARRY M. FROST CO., INC. 

260 Tremont Street, Boston 16, Mass. 
work ! Experts because WBEN-TV’s well-knit team of DAN W. FRYE ADVERTISING 

328 Castlegate Road, Pittsburgh 2, Pa. 
FULLER & SMITH & ROSS, INC. 


On stage at WBEN-TV .. . and a crew of experts goes to 


directors, announcers and technicians have been with this 

















} “ pioneer Station since its beginning in 1948. These TV 1501 Euclid Avenue, Cleveland 15, Ohio 
ee E Branch Offices 
4 veterans have had seven long years of experience in the 105 W. Adams Street, Chicago 3, Hil, ANdover 
me de 3-5041 
x production of television commercials. 230 Park Avenue, N. Y., MUrray Hill 6-5600 
y Bernard G. Rasmussen. 
4 
7 WBEN-TV scheduling assures enough rehearsal time for FULTON, MORRISSEY CO. 
rs . 4 L 612 N. Michigan Avenue, Chicago 11, IIl., 
7 every commercial. Two fully equipped studios permit DElaware 73-6367 
% staging effects that are polished to perfection. ee ee 
7 
4 : > , 
aN Standards like this cost no more, — that’s why more and inisiiin sai awe 
AN more time buyers buy WBEN-TV more and more often. 915 Olive Street, St. Louis 1, Mo. 
N/ * : J . Grace McMullan, Frank Heaston, Earl Hotze, 
AN Let quality production tell YOUR story ina quality way. Jack Bain, all m. group hds. 
N/ SIDNEY GARFIELD & ASSOCIATES 
cael 26 O’Farrell Street, San Francisco 8, Calif. 
vy, > 
4 . coun fot mere Martin Woodward, r.-tv d. 
au “ Wi i 2 NEWSOM W. GAY ADTVG. 
AI 4 Gulf State Building, Dallas 1, Texas 
ar 
NA GEARE-MARSTON, INC. 
A S 22nd & Locust Streets, Philadelphia 3, Pa. 
uy R: GEMMER ASSOC., INC. 
A ow® CBs NETWORK 208 Strauss Building, Fort Wayne 2, Ind. 
ec 
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JOSEPH RK. GERBER CO. 

1305 S.W. 12th Avenue, Portland 1, Ore. 

H. J. GERDTS CO., INC. 

60 East 42nd Street, N. Y., MUrray Hill 2-6677 
Catherine Slater. 

GERST, SYLVESTER & WALSH, INC. 

2536 Euclid Avenue, Cleveland 15, Ohio 
HENRY GERSTENKORN ADVTG. 

668 S. Coronado Street, Los Angeles 5, Calif. 
GERTH-PACIFIC ADVTG. AGENCY 

601 Mission Street, San Francisco 5, Calif. 

Ed Williams, r.-tv d. 

THE GETSCHAL COMPANY, INC. 

49 East 5ist Street, N. Y., PLaza 8-1100 

Budd Getschal, pres. 

GEYER ADVERTISING, INC. 

745 Fifth Avenue, N. Y., PLaza 1-3300 

Betty Powell, Carol Sleeper. 

Branch Offices 

1680 N. Vine Street, Hollywood 28, Calif. 

14250 Plymouth Road, Detroit 32, Mich. 
Third National Bank Bldg., Dayton 2, Ohio 
GIBBONS ADVTG. AGENCY, INC. 

802 Daniel Building, Tulsa, Okla. 

Dee Freiday, r.-tv d. & a.e.; John B. Gibbons, 
v.p. 

GILLE ASSOCIATES 

Maccabees Building, Detroit 2, Mich. 

GILLHAM ADVTG,. AGENCY, INC. 

500 Continental Bank Building, Salt Lake City 
1, Utah 

Robert F. Rohlfing, v.p.: Heber G. Wolsey, 
George Barrus. 

BERT 8S. GITTINS ADVTG. 

739 N. Broadway, Milwaukee 2, Wisc. 

Gerald L. Seaman, r.-tv d.; Vern T. Laustsen, 
r.-tv dept.: Esther Block, m.d. 
GLASSER-GAILEY, INC. 

3416 West ist Street, Los Angeles 4, Calif. 
WILLIAM GLAZER ADVTG. AGENCY 

707 United Office Building, Cleveland 12, Ohio 
GLENN ADVERTISING, INC. 

301 East Sth Street, First Life Building, Fort 
Worth 3, Texas 

John H. Stewart, exec. v.p.; Merle Bell, a.e. 
Branch Offices 

6399 Wilshire Boulevard, Los Angeles 48, Calif. 
Raymond Prochnow, mer. 

1915 Elm Street, Dallas 1, Texas 


Ward M. Wilcox, v.p.; John Clements, Lenier 
Temerlin. 


1015 Sterling Building, Houston, Texas 

Arnold C. Shaw, v.p. 

Moore Building, San Antonio, Texas 

Robert Holleron, mgr.; John Fraser. 

GLENN, JORDAN, STOETZEL, INC. 

307 N. Michigan Avenue, Chicago, Ul., STate 
2-89°27 

George McGivern, m.d. 

GLEW ADVERTISING AGENCY 

211 N. Lafayette Avenue, Grand Rapids, Mich. 
GOODKIND, JOICE & MORGAN, INC, 

919 N. Michigan Avenue, Chicago, Ill., SUperior 
77-6746 

Florence A. Neighbors, m.d. 

GOODMAN TECHNICAL PUBLICATIONS 
(Bernard J. Goodman) 

159-01 28th Avenue, Flushing 58, N. Y. 


(Continued on page 84) 
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Here’s a series that offers local and regional advertisers 
52 different, top quality, network calibre programs with 
a proved, impressive audience record. In every type of 
market . . . against every type of competition, it comes 
up with solid, pay-off ratings. 


Your* STAR SHOWCASE is a lavish, star-studded produc- 
tion. It’s a weekly parade of such audience-pulling names 
as Celeste Holm, Broderick Crawford, Ruth Hussey, Pres- 
ton Foster, Peter Lawford, Laraine Day, MacDonald Carey, 
Diana Lynn and Jack Carson, etc., etc., etc. 


Right now, this TPA show is doing a great job for adver- 
tisers throughout the country selling everything from 
automobiles to ready-to-wear. 


For availabilities on this proved winner, contact your 
nearest TPA office. 


*Advertiser or brand name 


Television Programs of America, inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood: 6253 Hollywood Boulevard 











Buyers (Cont'd from page 83) 


GOODWIN-DANNENBAUM ADVTG. 
2306 Boldgett Street, Houston 4, Texas 


SIDNEY B. GORCHOV ADVTG. AGENCY 
350 Lincoln Read, Miami Beach 39, Fla. 


PHIL GORDON AGENCY, INC. 

23 E. Jackson Boulevard, Chicago 4, Hl.. HAr- 
risen 7-2103 

GOTHAM ADVTG. CO., INC. 

2 West 46th Street, N. Y., JUdson 2-2880 
Arthur A. Kron, r.-tv d. 


GOTTSCHALDT-MICKELBERRY, INC. 

213 N.E, 2nd Avenue, Miami 32, Fla. 

Aurora J. Wilkinson, secy.-treas. & sp.b.; Stan- 
ley Berenson, a.e. 

GOURFAIN-COBB ADVTG. AGENCY 


400 N. Michigan Avenue, Chicago, Ill., WHite- 
hall 4-5230 


Louise Adams. 


GRACEMAN ADVERTISING, INC, 


983 Main Street, American Industrial Building, 
Hartford 3, Conn. 


Norman R. Singleton, v.p. 


ROBERT B. GRADY CO. 
45 East 17th Street, N. ¥., GRamerey 77-1755 
Robert Launey. 


CLYDE D. GRAHAM ADVTG. 
672 S. Lafayette Park Pl., Los Angeles 5, Calif. 


GRANT ADVERTISING, INC, 
919 N. Michigan Avenue, Chicago, Il., SUperior 
77-6500 


Fred Norman. 

Branch Offices 

1680 North Vine Street, Hollywood 28, Calif. 
Paul L. Bradley, v.p. 

593 Market Street, San Francisco 5, Calif. 

J. Raymond Lenahan, v.p.; William Nietfeld, a.e. 
Langford Building, Miami 32, Fla. 

R. C. Lipe, m.d. 

2900 Guardian Building, Detroit 26, Mich. 
James A. Brown, acting m.d.; Sally Lou Drawe 
655 Madison Avenue, N. Y., TEmpleten 8-9393 
Thomas Ellis. 

American Bank Building, Portland, Ore. 

516 Rio Grande Building, Dallas, Texas 

Dave Garrett, v.p.; Grey Sherry, acct. rep.: Bob 
Werden, public relations. 

WILL GRANT ADVTG. AGENCY 

3729 West 3rd Street, Los Angeles 5, Calif. 


CHARLES M. GRAY & ASSOC., INC, 
18718 Grand River Avenue, Detroit 23, Mich. 


GRAY & ROGERS 

12 Seuth 12th Street, Philadelphia 7, Pa. 
Walter M. Erickson, tv d.; David E. Henderson, 
Charlotte L. Baumann. 

GRAY-SCHWARTZ ADVTG. 

228 N. LaSalle Street, Chicago, Ul., RAndolph 
6-7760 

GREENHAW & RUSH, INC. 

Sterick Building, Memphis 3, Tenn. 


MONROE GREENTHAL CO., INC. 

445 Park Avenue, N. Y., PLaza 9-8640 
Herb Hauser. 

Branch Office 

Universal Studios, Universal City, Calif. 
WILLARD G. GREGORY & CO. 

416 West Sth Street, Los Angeles, Calif. 


WTVN 
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GREGORY-HOUSE ADVERTISING CO. 

2157 Euclid Avenue, Cleveland 15, Ohio 

Marion Reeves, v.p.; Patricia Holler. 

Branch Offices 

303 S. New Hampshire, Los Angeles, Calif. 
522 Ohio Street, Terre Haute, Ind. 

GREY ADVERTISING AGENCY 

430 Park Avenue, N. Y., PLaza 1-3500 

Helen Wilbur, chf. t.b.; Warren Stewart, Phil 
Branch, Marion Jones, Joan Rutman; Marie 
Scotto, asst. t.b. 

GRIFFITH-McCARTHY, INC. 

08 Shae Building, P.O. Box 52, St. Petersburg 
1, Fla. 

Donald P. Griffith, pres.: Joseph A. Griffith, 
v.p. & treas.; V. M. Denney and Robert F. 
Bullard, a.e.’s. 

THE GRISWOLD-ESHLEMAN CO. 

Terminal Tower Building, Cleveland 13, Ohio 
Branch Office 

Sudekum Building, Nashville 3, Tenn. 


JULIAN GROSS ADVTG. AGENCY, INC, 

11 Asylum Street, Hartford 3, Conn. 

MARK GROSS & ASSOCIATES 

Board of Trade Buildi Indi lis 4, Ind. 
GROSSFIELD & STAFF 

22 W. Monroe Street, Chicago 3, Ill., ANdover 
3-6904 

GRUBB & PETERSEN, INC. 

111 North Market Street, Champaign, Ill, 
Mildred B. Dudley, m.d. 

GUENTHER, BROWN & BERNE, INC. 

1418 Enquirer Building, Cincinnati 2, Ohio 
Branch Office 

3 East 2nd Street, Dayton, Ohio 
GUERIN-JOHNSTONE, INC. 

123 S. Alvarado Street, Los Angeles 57, Calif. 
GUILD, BASCOM & BONFIGLI, INC. 

130 Kearny Street, San Francisco 23, Calif. 
Rod MacDonald and Richard F. Tyler, m.d.'s; 
Peg Harris and Jan Brown, m.b.'s 

GUILFORD ADVERTISING AGENCY 

350 Fifth Avenue, N. Y., PEnnsylvania 6-8518 
Frances G. Guilford. 

GULF STATE ADVTG. AGENCY 

Mellie Esperson Building, Houston 2, Texas 
LAWRENCE C. GUMBINNER ADVTG. AGENCY, 
INC 





655 Madison Avenue, N. Y., TEmpleton 8-1717 
Paul Gumbinner, r.-tv d.; Anita Wasserman, asst. 
t.b. 

TORKEL GUNDEL ADVTG. 

110 S. Dearborn Street, Chicago 3, Ill., DEarborn 
2-5446 

GUNDLACH ADVTG. AGENCY (G. P. Gundlach 
Co.) 

1201 West 8th Street, Cincinnati 3, Ohic 


WILLIAM J. HACKENBERG ADVTG. 
206 Main Street, Wheeling, W. Va. 

THE M. H. HACKETT COMPANY 

9 Rockefeller Plaza, N. Y., Circle 6-1950 
Aida Stearns. 

MARVIN HAHN ADVERTISING 

2889 N. Grand Boulevard, Detroit 2, Mich. 
HERBERT SUMMERS HALL ADVTG. 

30 N. LaSalle Street, Chicago 2, Ill, STate 
2-0670 

HALL-NEAGLE, INC. 

116 N. Jefferson Street, Richmond 19, Va. 
HANSON & RIDLON, INC, 

212 Essex Street, Boston 11, Mass. 

H. KIRK HALPERN ASSOC. 

15 East 40th Street, N. Y¥., MUrray Hill 6-3714 
H. Kirk Halpern. 

JOHN L. HALPIN ADVERTISING 

207 State Street, Schenectady 5, N. Y. 
John L. Halpin, partner-t.b. 

THE HAMMER CO. 

171 Chureh Street, Hartford 3, Cenn. 
HANLY, HICKS & MONTGOMERY, INC. 
500 Fifth Avenue, N. Y¥., LOngacre 5-5000 
H. E. Lehman. 


HANSEN-TIPTON CO. 

436 Waverly Street, Palo Alto, Calif. 

HANSON & HANSON 

228 N. LaSalle Street, Chicago, Il!l., DEarborn 
2-7008 

Thomas W. Skweres. 

THE HARPER COMPANY ADVTG. AGENCY 
Pioneer Building, St. Paul 1, Minn. 

James K. Jurgensen, r.-tv d. 
HARRINGTON-RICHARDS, DIV. OF FLETCHER 
D. RICHARDS, INC, 

5816 Wilshire Boulevard, Los Angeles 36, Calif. 
Greacen R. Mitchell, v.p.; Bernice W. Walker. 
Branch Office 

256 Sutter Street, San Francisco 8, Calif. 
Virginia Miller. 

R. T. HARRIS ADVTG. AGENCY, INC. 

1515 Walker Bank Bldg., Salt Lake City 1, Utah 
R. T. Harris, a.e. & pres.; K. E. Montague and 
R. G. Love, a.e.’s & v.p.’s; R. W. Wood, a.e.; 
F. E. Peek, office mgr. & m.d. 

RALPH HARRIS ADVERTISING 

280 Madison Avenue, N. ¥., MUrray Hill 3-8778 
Patricia Marshall. 

HART-CONWAY COMPANY, INC. 

45 Exchange Street, Rochester 14, N. Y¥. 

H. Lyman Hart, pres. & treas.; Joseph P. Brown 
and John P. Street, v.p.’s: E. Ward Phillips, 
asst. v.p.; John M. Nixon, secy.; John M. Sulli- 
van, 3.e. 

GEORGE H. HARTMAN COMPANY 

307 N. Michigan Avenue, Chicago, Ill., STate 
2-0055 

George H. Hartman, Jr., m.d. & r.-tv t.b.; Sara 
Larkin, Darlene Blanchard, Evelyn Gorsuch. 
HARVEY-MASSENGALE C0., INC. 

Walton Building, Atlanta 3, Ga. 


HAZARD ADVERTISING COMPANY 

295 Madison Avenue, N. Y., ORegon 9-1500 
Daniel S. Heath. 

HEGE, MIDDLETON AND NEAL 

Watson Building, P.O. Box 2993, Greensboro, 
N. C. 

John H. Neal and James L. Hege, partners; Ruth 
E. Falk, sp.b. 

HEINTZ & CO., INC. 

611 Wilshire Boulevard, Los Angeles 17, Calif. 
Carl M. Heintz, pres.; Carl M. Heintz, Jr., v.p.; 
Robert P. Heintz, treas.; Herbert R. Dickow, v.pD. 
PAUL LYNN HELLER ADVTG., INC. 

911 13th Street, N.W., Washington 5, D. C. 
Paul Lynn Heller, pres.; Jerome F. Horwitz, Jr., 
a.e. 

HELMER & HALBACH ADVERTISING 

418 W.C.U. Building, Quincy, Il. 

Robert W.. Halbach, m.b.; John E,. Helmer, 
Beverly Fessler, Jean Herchenroder. 
HENDERSON ADVTG. AGENCY, INC. 

Fifth Floor, Insurance Building, P.O. Box 1700, 
Greenville, S. C. 

Betty McCowan, m.b. 

HENRI, HURST & McDONALD, INC. 

121 W. Wacker Drive, Chicago, Ill., FRanklin 
2-9180 

Laura Hall, Eloise Beatty. 

AL HERR ADVTG. AGENCY, INC. 

225 E. Michigan Street, Milwaukee 2, Wisc. 

Cc. J. HERRICK ASSOCIATES 

22 East 67th Street, N. Y., TRafalgar 9-6310 
Gladys Alyanak. 

HEVENOR ADVTG. AGENCY, INC. 

11 N. Pearl Street, Albany, N. Y. 


HICKS & GREIST, INC. 

420 Lexington Avenue, N. Y., MUrray Hill 
3-9135 

Theodore J. Grunewald, r.-tv d.; 
mings, Vincent J. Daraio. 

Branch Office 

3450 Wilshire Boulevard, Los Angeles 5, Calif. 
Robert J. Black, v.p. 

IVAN HILL, INC. 

49 E. Superior Street, Chicago 11, Ill. 

HILL & CHRISTOPHER ADVTG. AGENCY 

1709 West Sth Street, Los Angeles 17, Calif. 
THE ALBERT P. HILL CO., INC. 

233 Oliver Avenue, Pittsburgh 22, Pa. 

Albert P Hill, Jr., exec. v.p. 


Eileen Cum- 








DAVID 8S. HILLMAN, INC. 

9130 Sunset Boulevard, Los Angeles 46, Calif. 
HILTON & RIGGIO, INC. 

4 West 58th Street, N. Y¥., MUrray Hill 8-1224 
Maria Carayas, r.-tv t.b. 

HIRSCH, TAMM & ULLMAN CO., INC, 

316 North 8th Street, St. Louis, Mo. 
HIRSHON-GARFIELD, INC. | 
745 Fifth Avenue, N. Y., MUrray Hill 8-8900 
Sylvan Taplinger, r.-tv d. 

Branch Offices 

210 Roper Building, Miami 37, Fla. 

Jules Kase, v.p. 
420 Boylston Street, Boston 16, Mass. | 
Herbert S. Stern, r.-tv d. 
HIXSON & JORGENSEN, INC.—ADVERTISING 
3257 Wilshire Boulevard, Los Angeles 5, Calif. 
Harriett M. Weigand, r.-tv t.b. 
HOAG & PROVANDIE, INC. 

136 Federal Street, Boston 10, Mass. 

Paul H. Provandie, Myron L. Eastwood, Langley | 
C. Keyes, all v.p.’s; William Van N. Washburn | 
and Henry W. Mellon, a.e.’s. | 
HOEFER, DIETERICH & BROWN, INC. 
405 Sansome Street, San Francisco 11, Calif. 
Wallace C. Riddell, Jr., r.-tv d. 


HOLDEN, CLIFFORD, FLINT, INC, } 
16180 Wyoming Avenue, Detroit 21, Mich. 


HOFFMAN & YORK, INC. 

Century Building, Milwaukee 3, Wisc. 

Joseph P. Mulvanny; Joel Kursel, v.p. & r.-tv 
pgm. d. 

WM. F. HOLLAND—ADVTG. 

2530 Auburn Avenue, Cincinnati 19, Ohio 
Wm. F. Holland, o. & b.; Earl Holland, tv d. & b 


E. T. HOLMGREN, INC, 

E-717 ist National Bank Building, St. Paul 1, 
Minn. 

E. T. Holmgren, pres.; Thurwin V. Drevescraft, 
v.p. 

HOLST & CUMMINGS & MYERS, LTD. 

1370 Kapiolani Boulevard, Honolulu 14, Hawaii 
Jim Wahl, v.p. 

Branch Office 

215 Market Street, San Francisco 5, Calif. 
Elvie Carson, m.d. 


HOME SAVINGS BANK 

11 N. Pearl Street, Albany, N. Y. 
HONIG-COOPER CO. 

1275 Columbus Avenue, San Francisco 11, Calif. | 


John W. Davis, m.d.; Virginia Soth; Beth Wach- 
endorf and Janet Roberts, asst. t.b.’s. 


Branch Office 

455 Skinner Building, Seattle 1, Wash. 

Mel Lucas, m.d.; Charlotte B. Smith and Dan 
C. Madden, a.e.'s; Hal Mize, tv d. 
HOPCRAFT-KELLER, INC. 

Kales Building, Detroit 26, Mich. 

HOPKINS AGENCY 

Guardian Building, Detroit 26, Mich. | 
HORTON, CHURCH & LOUTTIT, INC, 

49 Peck Street, Providence 3, R. I. 

Eben S. Church, Jr., v.p. 

HORTON-NOYES CO. 

1800 Industrial Trust Building, Providence, K. 1. 
Henry C. Hart, Jr., r.-tv d. 

HOUCK & CO. OF FLORIDA, INC, 

1234 Alfred I. duPont Building, Miami 32, Fla. 


(Continued on page 86) 
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This is the prize-winner International Harvester selected 
for its television debut (via Leo Burnett) in what the 
trade papers called “One of the largest national deals 
ever made.” 


HALLS OF Ivy is a show to which superlatives naturally 
gravitate. As a radio program it won the highest critical 
acclaim . . . the most enthusiastic audience response . . . 
the most coveted awards and citations. As a new TV series, 
it’s marked by the most lavish production . . . the most 
scintillating scripts .. . the top stars .. . the most inspired 
casting. It has received the loudest plaudits from the top 
agencies and advertisers in the country. 


HALLs OF Ivy is unquestionably the most delightful, the 
most distinguished, the most desired program in television. 


For details on availabilities, get in touch with TPA for 
the most satisfying buy you’ve ever made. 


Television Programs of America, Inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood: 6253 Hollywood Boulevard 











Buyers (Cont'd from page 85) 


HOUSE AND LELAND 

1008 S.W. Sixth, Portland 4, Ore. 

Arthur House and Wayne Leland, a.e.’s & part- 
ners, 

BRYAN HOUSTON, INC. 

10 Rockefeller Plaza, N. Y., PLaza 7-6100 

H. H. Dobberteen, m.d.; John J. Ennis, Robert 
D. Lilien, John Collins, Frances John, Desmond 
O'Neill. 

LLOYD S. HOWARD ASSOCIATES, INC. 

420 Madison Avenue, N. Y., PLaza 5-5668 
Lloyd S. Howard, pres.; Betty Cohen, sp. & t.b. 
MALCOLM HOWARD ADVTG. AGENCY 

203 N. Wabash Avenue, Chicago, Ill., ANdover 
3-0022 

Evelyn Burke. 

CHARLES W. HOYT CO., INC. 

380 Madison Avenue, N. Y., MUrray Hill 2-2000 
Douglas H. Humm. 

Branch Office 

15 Lewis Street, Hartford 3, Conn. 

HUBBELL ADVTG. AGENCY, INC. 

1900 Euclid Avenue, Cleveland 15, Ohio 

HUBER HOGE & SONS 

699 Madison Avenue, N. Y., TEmpleton 8-0200 
Judith Bender. 

CHRISTY HUMBURG ADVTG. AGENCY 

742a North Forest, Webster Groves 19, Mo. 

Cc. C. Humburg, o. 


H. B. HUMPHREY, ALLEY & RICHARDS, INC. 
370 Lexington Avenue, N. Y., LExington 2-3020 
Nelson L. Gross, v.p. chge. r.-tv: Patricia H. 
Baker, asst. to N. L. Gross; Elaine Akst. 
Branch Offices 

1235 Statler Building, Boston 16, Mass. 
Marianne Meoli, Mary Pengilly. 

HUMPHREY, PRENTKE & ASSOC. 

11406 Euclid Avenue, Cleveland 6, Ohio 

W. H. HUNT & ASSOCIATES, INC. 


= S. Robertson Boulevard, Los Angeles 35, 
alif. 


Jean C. Smith, m.d. 

HURLEY ADVTG. CO. 

213 Securities Building, Des Moines, Iowa 
HUTCHINS ADVTG. COMPANY, INC. 

42 East Avenue, Rochester 4, N. Y. 


Frank M. Hutchins, a.e.; William F. Lacey and 
Jobn P. McCarthy, v.p.’s: Homer C. Scheck. 
Stuart J. Rice, William G. Wygant, Margaret 
Nugent, Elizabeth M. Eggleton, Margaret H. Carl 
James L. Gould, all a.e.'s. 


Branch Offices 

16 West 46th Street, N. Y., PLaza 7-8526 
H. Pierson Mapes. 

3701 N. Broad Street, Philadelphia 40, Pa. 


HUTZLER ADVTG. AGENCY, INC. 
Third National Bank Building, Dayton 1, Ohio 


H. H. Hutzler, pres.; W. H. Long, exec. v.p.: 
F. H. Clarke, a.e. st epi stay 


IDAHO ADVERTISING AGENCY 
715 Grove Street, Boise, Idaho 
Bette Joy. 


ILLINOIS SIMMONDS & SIMMONDS, INC. 


52@ N. Michigan Avenue, Chicago 11, IIL, 
ANdover 3-6645 
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Greatest coverage 
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Phil W. Tobias, Jr., pres.; Stephanie M. Seeder, 
m.d, 

IVERSEN-FORD ASSOCIATES 

175 Fifth Avenue, N. Y., GRamercy 7-3006 


I. A. Iversen, partner & tv t.b.; N. A. Battye, 
tv asst. 


EEA RRO 


JACKSON & COMPANY 

62 Worth Street, N. Y., WOrth 5-7005 

MAX H. JACOBS AGENCY 

3323 Yoakum Boulevard, Houston 6, Texas 
TEVIE JACOBS ADVTG. AGENCY 

306 Morris Plan Buildi Indi lis 4, Ind. 
WILLIAM E. JARY CO. 

1115 West 5th Street, Fort Worth 1, Texas 
JAQUA CO. 

110 Garden Street S.E., Grand Rapids 2, Mich. 
RAY C, JENKINS ADVTG. AGENCY, INC. 
1240 Builders Exchange, Minneapolis 17, Minn. 
Ray C. Jenkins, pres.: Gordon C. Anderson and 
E. M. Grundy, v.D.’s 

JESSOP ADVERTISING COMPANY 

85 West State Street, Akron 8, Ohio 

Charles A. Jessop, pres.; L. R. Jessop, secy.- 
treas.; George J. Cobak, a.e.; A. R. Conte, sp.b.; 
W. J. Warder and B. Y. Farnsworth, a.e.’s. 
DUANE JONES CO., INC. 

570 Lexington Avenue, N. Y., PLaza 3-4848 
Mary Ryan. 

THE RALPH H. JONES CO. 

3100 Carew Tower, Cincinnati 2, Ohio 

Ann Smith, r.-tv d.; Eula Reggin, Edna Haver- 
kamp, Betty Derie. 

Branch Office 

580 Fifth Avenue, N. Y., PLaza 7-4600 

Mary B. Meek, m.b. 

JONES & BRAKELEY, INC. 

150 Nassau Street, N. Y¥., BEekman 3-1912 
M. C. Power, r.-tv & sp.b. 

JONES & JONES ADVTG. AGENCY 

717 Leonhardt Building, Oklahoma City 2, Okla. 
Henry C. Jones, pres. & t.b. 

JONES & TAYLOR AND ASSOCIATES 

409 National Bank Building, South Bend 1, Ind. 
James W. Taylor and Ralph E. Jones, partners; 
Paul A. Fergus, Charles G. Hohman. 

THE JORDAN COMPANY 

2404 West 7th Street, Los Angeles 57, Calif. 
Walter C. Hughes, Jr., m.d.; Ellen Jensen. 

Cc. B. JUNEAU, INC. 

8417 Wilshire Boulevard, Beverly Hills, Calif. 
Ted Baillie. 


KAL, EHRLICH & MERRICK ADVTG., INC. 
Star Building, Washington 4, D. C. 

KANE ADVERTISING 

319 North Center, Bloomington, Ill. 

Robert B. Armstrong, serv. d. 

THE KAPLAN AGENCY 

250 West 57th Street, N. Y., COlumbus 5-3190 
Anne Seltzer, m.d. 

KAPPS CO. ADVTG. 

64 E. Lake Street, Chicago 1, Ill., STate 2-0160 
Capico Kapps, pres.; Joseph Kapps, v.p. 

H. W. KASTOR & SONS ADVTG. CO., INC 
75 E. Wacker Dr., Chicago, Ill., CEntral 6-5331 
Thomas Scott. 

—- FARRELL, CHESLEY & CLIFFORD, 
400 Madison Avenue, N. Y., PLaza 1-1400 
Jack B. Peters, v.p. & m.d.; Roslyn Arnold and 
Beryl Seidenberg, assts. 

THE JOSEPH KATZ CO. 

10 W. Chase Street, Baltimore 1, Md. 

Jean Mitchell, sp. & t.b. 

Branch Office 

188 Madison Avenue, N. Y., MUrray Hill 8-1223 
Catherine Mauch. 


om FARRELL, CHESLEY & CLIFFORD, 
NC, 





400 Mad‘son Avenue, N. Y., PLaza 1-1400 


Jack B. Peters, v.p. & m.d.; Roslyn Arnold and 
Beryl Seidenberg, assts. 


HENRY J. KAUFMAN & ASSOC. 
1419 H Street, N.W., Washington 5, D. C. 


KAUFMAN-STROUSE, INC. 

119 North Charles Street, Baltimore 1, Md. 
Horace Elias, tv-r. d. 

KEEGAN ADVERTISING AGENCY 

303 Title Building, Birmingham 3, Ala. 
Forbes McKay, o.; Arthur L. Payton, a.e. 

LEE KEELER, INC. 

Fox Theatre Building, Philadelphia 3, Pa. 
LeRoy H. Keeler, Jr., pres.: John D. Lohmeyer, 
a.e. 

KEELING & CO., INCORPORATED 

1028 Chamber of Commerce Bldg., Indianapolis 
4, Ind. 

Mobrey P. Jenkins, v.p. & a.e 

KEELOR & STITES CO. 

3001 Carew Tower, Cincinnati 2, Ohio 

THE KEILSON COMPANY 

117 West 46th Street, N. Y., JUdson 2-1797 
Jacob F. Keilson, Phyllis Pion. 

EDWARD 8S. KELLOGG COMPANY 

685 S. Carondelet Street, Los Angeles 57, Calif. 
W. J. Seidler, r.-tv d. 

KELLER ADVERTISING CO. 

136 East 57th Street, N. Y., PLaza 5-8185 
Gerald A. Keller, o. 

KELLY, NASON, INCORPORATED 

247 Park Avenue, N. Y., MUrray Hill 8-3300 
Arthur F. Dermody, Walter Simons. 

KELLY & LAMB ADVTG. AGENCY 

897 Higgs Avenue, Columbus 8, Ohio 

KELLY, ZAHRNDT & KELLY, INC. 

2343 Hampton Avenue, St. Louis 10, Mo. 
DON KEMPER COMPANY, INC. 

850 S. Patterson Boulevard, Dayton 2, Ohio 
Cindy Price. 

KENYON & ECKHARDT, INC. 

247 Park Avenue, N. Y., MUrray Hill 8-57 
Philip Kenney, assoc. m.d. Larry Donino, Mary 
Dwyer, Louis Kennedy: Lucian Bloom, coordin- 
ator: Lucy Kerwin; Hal Sieber, coordinator; Tom 
Viseardi, Robert Innes. Edward Kobza. 

Branch Offices 

Equitable Building, Hollywood 28, Calif. 

620 Market Street, San Francisco 4, Calif. 
Ruth Power. 

805 Peachtree Street, N.E., Atlanta 5, Ga. 

135 S. LaSalle Street, Chicago 3, Ill., RAndolph 
6-6470 

Penobscot Building, Detroit 26, Mich. 
KETCHUM, MACLEOD & GROVE, INC. 

411 Seventh Avenue, Pittsburgh 19, Pa. 
Lansing B. Lindquist, v.p.: Edgar J. Donaldson, 
assoc. r.-tv d.; Melvyn F. Johnston and Donald 
L. Fox, r.-tv producers; William B. Kroske, 
r.-tv t.b. 

Branch Offices 

1627 K Street, Washington 6, D. C. 

Brisbane Building, Buffalo 3, N. Y. 

629 Euclid Avenue, Cleveland 1, Ohio 

State Street Building, Harrisburg, Pa. 

Central Nat’! Bank Building, Richmond 19, Va. 
KIESEWETTER, BAKER, HAGEDORN & 
SMITH, INC. 

9 East 40th Street, N. Y., LExington 2-0025 
Horace Hagedorn, Elizabeth Thompson. 
KILLINGSWORTH CO., INC. 

8743 Sunset Boulevard, Los Angeles 46, Calif. 
ABBOTT KIMBALL CO., INC. 

250 Park Avenue, N. Y., PLaza 3-9600 
Miriam Traeger. 

Branch Offices 

638 S. Van Ness Avenue, Los Angeles 5, Calif. 
405 Montgomery Street, San Francisco 4, Calif. 
Alfred Ducato, pres.; R. V. ‘‘Bert’’ Dunne, r.-tv d. 
520 Nerth Michigan Avenue, Chicago 10, HL, 
Michigan 2-0300 

KIRCHER, HELTON & COLLETT, INC. 
Hulman Building, Dayton 2, Ohio 

Ralph Kaufman, r.-tv d. 

W. S. KIRKLAND ADVTG. 

104 8S. Michigan, Chicago 3, Ill., ANdover 3-3535 
KLAU-VAN PIETERSOM-DUNLAP, INC. 

744 North Fourth Street, Milwaukee 3, Wise. 
Edward F. Ritz. 











PHILIP KLEIN ADVERTISING, INC. 

226 South 16th Street, Philadelphia 2, Pa. 
Edward Felbin, r.-tv d. 

WALTER J. KLEIN COMPANY 

1214 Elizabeth Avenue, Charlotte 4, N. C. 
Walter J. Klein, pres.: Alan Burke, Robert Buck- 
ler, Charles L. Moss, Guy Zwahlen, all! a.e.’s. 
MARTIN R. KLITTEN CO., INC. 

2614 West 9th Street, Los Angeles 6, Calif. 
KNOLLIN ADVTG. AGENCY 

391 Sutter Street, San Francisco 8, Calif. 
NAT M. KOLKER ADVTG. AGENCY 
Empire Building, Philadelphia 7, Pa. 

M. R. KOPMEYER CO., INC. 

10th Floor Realty Building, Louisville 2, Ky. 
William H. Hill, m.d. 

J. M. KORN & CO., INC. 

1528 Walnut Street, Philadelphia 2, Pa. 
KOSTKA-BAKEWELL & FOX, INC. 

1666 California Street, Denver 2, Colo. 
KRONSTADT AGENCY 

Jil 14th Street, N.W., Washington 5, D. C. 
KUDNER AGENCY, INC. 

575 Madison Avenue, N. Y., MUrray Hill 8-6700 


John Marsich, asst. m.d. chg. r-tv timebuying; 
John Sisk, Marjorie Scanlan, Ann Gardiner. 


Branch Offices 

681 Market Street, San Franciseo 5, Calif. 
Albee Building, Washington 5, D. C. 

New Center Building, Detroit 2, Mich. 
KUTTNER & KUTTNER, INC. 

646 N. Michigan Avenue, Chicago, Ill., SUperior 
77-7340 

Stanley Kuttner, Saul Korshak, Norbert Leeb. 


I 


JACK LACEY ADVTG. AGENCY, INC, 

308 Tampa Street, Tampa, Fla. 

Jack Lacey, pres. 

LAHR ADVTG. AGENCY, INC, 

915 N. Pennsylvania Street, Indianapolis 4, Ind. 
LAKE-SPIRO-SHURMAN, INC. 

Radio Center Building, Memphis 3, Tenn. 
LAMB & KEEN, INC. 

1616 Walnut Street, Philadelphia 3, Pa. 


CARL LAWSON ADVTG, CO. 

11 Howell Avenue, Eureka Springs, Ark. 
LAMBERT & FEASLEY, INC. 

430 Park Avenue, N. Y., MUrray Hill 7-8980 
Joseph Burland, William Hinman. 
LAMPORT, FOX, PRELL & DOLK, INC. 
825 J M 8S Building, South Bend 1, Ind. 
Carl F. Prell, v.p. 

LANDO ADVTG. AGENCY 

Carlton House, Pittsburgh 19, Pa. 
BRADLEY LANE ADVTG. AGENCY 
Cooper Building, Denver 2, Colo. 


RAYMOND I. LANG ADVTG. 
116 New Montgomery, San Francisco 5, Calif. 
Virginia Wiley, m.d. 


LANG, FISHER & STASHOWER, INC. 
1010 Euclid Avenue, Cleveland 15, Ohio 


Alvin B. Fisher, v.p. & r.-tv d.; John D. Cremer, 
r.-tv mgr.; Gary C. McKelvey; Helen T. Dwyer 
and David C. Stashower, asst. t.b.’s. 





(Continued on page 88) 
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This unique property has everything any sponsor wants. 
It’s as authentic as the unstinted cooperation of the French 
Government and the Legion could make it. It reflects 
(through brilliant, quality production) all the magical 
audience appeal contained in the words, “The Foreign 
Legion” and “The Sahara”—a combination that has in- 
cubated one of the highest percentages of smash box-office 
hits in show business. 


It stars Buster Crabbe who’s been in the public eye (and 
always favorably) since he was 16. And for extra audience 
impact, it introduces his son “Cuffy” in one of the most 
appealing roles ever created. Both are available for com- 
mercials. 


And on top of all this, it comes complete with a built-in, 
powerful merchandising package for each market that’s 
absolutely free. 


This is one that will go fast. Check any TPA office for 
availabilities on a sure winner. 


Television Programs of America, Inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood: 6253 Hollywood Boulevard 





Buyers (Cont'd from page 87) 


LANGELER ADVTG. AGENCY, INC. 
152 Temple Street, New Haven 10, Conn. 


Gerard E. Langeler, pres.; Carleton H. Stevens, 
Jr.. v.p.: Gunnar Winsnes, m.d.; Stephen R. 
Mills, R. L. Narva. 

LANNAN & SANDERS, INC. 

711 Interurban Building, Dallas 1, Texas 

Tena Cummings, r.-tv d. 

Branch Office 

1522 N. LaBrea Avenue, Hollywood, Calif. 

Cc. 3. LaROCHE & CO., INC. 


247 Park Avenue, N. Y., PLaza 5-7711 


S S s Stuart D. Ludlum, r.-tv 4d. 
] LAUESEN & SALOMON 
520 N. Michigan Avenue, Chicago, Ill., SUperior 
id 73-0738 


Robert A. Salomon, D. L. Cuttie. 
LAVENSON BUREAU OF ADVERTISING, INC. 
12 Seuth 12th Street, Philadelphia 7, Pa. 


AMERICA’S 5th INDIANA’S 2nd Harry A. Egbert, d. m. & merchandising 


RICHEST MARKET CITY CORPORATE CARL LAWSON ADVTG. CO. 

4722 Broadway, Kansas City 12, Mo. 
AL PAUL LEFTON CO., INC, 
1617 Pennsylvania Bivd., Philadelphia 3, Pa. 
Branch Offices 
435 N. Michigan Avenue, Chicago, Ill., SUperior 
7-O511 
Edwin G. Foreman, Jr. 
71 Vanderbilt Ave., N. ¥., MUrray Hill 9-7470 
Ruth Friedlander, head of r.-tv dept.; Bradley L 
Coley. 
LENNEN & NEWELL, INC. 
380 Madison Avenue, N. Y., MUrray Hill 2-5100 
Jeane Jaffe, Robert Widholm, Richard Eyman, 
Bill Smith, George Kern. 
8. R. LEON CO., INC. 
119 West 57th Street, N. Y., Circle 6-9600 
M. S. Brookmeyer, Howard M. Roshkow. 








LEVY ADVTG. AGENCY 

850 Broad Street, Newark 2, N. J. 

TED LEVY ADVTG. AGENCY 

811 Cooper Building, Denver 2, Colo. 

Ted Levy, o. & pres.; Barbara Aiton, tv d. 





























Let’s take a close look at the South Bend market. The Metropol- Ginn 6. tel en 
itan Area of South Bend (population 232,000) is the Nation’s 343 St. Paul Place, Baltimore 2, Md. 
5th . I in f: . . Mi " June Engeldorf, m.d.; Henry Eisner, a.e. 
t amily <“erer The South Bend-Mishawaka City LEWIN, WILLIAMS & SAYLOR, INC. 
Corporate Area is Indiana’s 2nd largest in income and sales. The 0 Est 68M Shoes, HM. ¥.. Woeny BS S-408e 
i William R. Seth, v.p. chee. r.-tv; Mary Steffen- 
9-county primary coverage area of South Bend’s television station 5 Saechagerc aa Retain 
. ° Branch Office 
WSBT-T V has an Effective Buying Income of $1,165,630,000.00. Raymond-Commerce Building, Newark 2, N. Jd. 
ADDISON LEWIS CO. 
WSBT-TV DOMINATES 1807 Lyndale Avenue, Minneapolis 5, Minn. 
LEWIS ADVERTISING AGENCY 
TH 1S GR EAT MARK ET! 17 Academy Street, Newark 2, N. J. 
Hooper and Pulse show that no other station Se re 
3 1528 Walnut Street, Philadelphia 2, Pa. 
even comes close to WSBT-TV in share-of- Peter Kondras, m.d. 
audience. Therefore, there’s only one effective a 3 eee 
ss i 260 California Street, San Francisco 11, Calif. 
way to reach the television audience of the CARR LIGGETT ADVTG., INC. 
great South Bend market—that’s with a eee eee ae, Cte 
Myron J. Craver and Robert R. Hum, a.e.’s. 
WSBT-TV! LILLER, NEAL & BATTLE 
‘ 810 Walton Building, Atlanta 3, Ga. 
PRIMARY COVERAGE AREA: 9 Rich Counties in Sarah Williams, partner & m.d.; Avrilla S. 
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Branch Office 

399 Madison Avenue, N. Y., PLaza 9-6120 
Robert B. Kane. 

LINDSEY AND COMPANY 

8 North 8th Street, Richmond 19, Va. 
Dorothy L. Nelms, sp. & t.b. 

LITTLE AND COMPANY 

3757 Wilshire Boulevard, Les Angeles 5, Calif. 
Gaby Little, o. 

DUDLEY L. LOGAN 

4020 West Third, Los Angeles 5, Calif. 
Jack Waterman, v.p. 

LOHMEYER, ADLEMAN & MONTGOMERY 
1606 Walnut Street, Philadelphia 3, Pa. 
W. E. LONG CO. 


1888 West Kandolph Street, Chicago 1, IL, 
RAndolph 6-4606 


Edward C. Fitz, Jr., r.-tv d.: 
asst. r.-tv 

LONG ADVERTISING, INC. 
19 N. Second, San Jose 13, Calif. 

Gertrude B. Murphy, v.p. chge. r.-tv: Gael 
Douglass and Clark Lawrence, a.e.’s. 

Branch Offices 

752 Fulton Street, Fresno 1, Calif. 


Duane E. Zamzow, partner; Chas. A. Looney, 
a.e.; Betty Smith Douglass, prod. d. 


681 Market Street, San Francisco 5, Calif. 
LONG-HAYMES ADVTG. AGENCY 
501 Reynolds Building, Winston-Salem, N. C. 


Curtis E. Long, Austin H. Carr, Dorothy Murchi- 
son. 


HENRY A. LOUDON ADVTG., INC. 

Statler Office Building, Boston 16, Mass. 

T. ROBLEY LOUTTIT, INC. 

58 Waybosset Street, Providence 3, R. I. 
LOWE & HALL ADVERTISING 

600 News Building, Greenville, S. C. 

ROBERT LUCKIE & COMPANY 

431 Frank Nelson Building, Birmingham 3, Ala. 


Robert Luckie and John Forney, a.e.’s; Bette 
Wilson, m.d. 


EARLE LUDGIN & COMPANY 

121 W. Wacker Drive, Chicago, IUll., ANdover 
3-1888 

Jane Daly, v.p. & r.-tv d.; Ruth Babick, head 
t.b.; Kay Morgan, Marilyn Bielefeldt. 
LYNN-FIELDHOUSE 

15 South Franklin Street, Wilkes-Barre, Pa. 


William McLaughlin; S. C. B. Lynn and L. 8S. 
Fieldhouse, partners & a.e.’s. 


W. D. LYON COMPANY 

302 Second Avenue S8S.E., Cedar Rapids, Iowa 
Eileen Burns, r.-tv t.b. 

Branch Office 

Orpheum Electric Building, Sioux City, Iowa 


MacCOWAN ADVERTISING 


20 N. Wacker Drive, Chicago 6, IIL, CEntral 
6-9669 


MacDONALD ADVERTISING 

914 Grand Avenue, Des Moines 9, Iowa 
MacDONALD-COOK COMPANY 

808 Sherland Building, South Bend 1, Ind. 

L. L. Hofmann. 

Branch Office 

360 N. Michigan Avenue, Chicago, Ill., ANdover 
3-1224 

MacFARLAND, AVEYARD & COMPANY 

333 N. Michigan Avenue, Chicago, NL, RAndolph 
6-9360 


David R. Hayes, 


A. S. Trude, Jr., m.d.; Beverly Hicks. 
MacLAUGHLIN ADVTG. AGENCY 
601 Ellicott Square, Buffale 3, N. Y. 
J. Andrea Connaroe, a.e. & t.b. 
MacMANUS, JOHN & ADAMS, INC. 


Long Lake Road & Woodward Avenue, Bloom- 
field Hills, Mich. 


Chas. N. Campbell, William A. Bushway. 
Branch Offices 

6399 Wilshire Boulevard, Los Angeles 48, Calif. 
1010 St. Paul Street, Baltimore 2, Md. 

H. E. Hudgins, megr.; C. H. Howson and W. W. 
Ashley, execs. 

1400 Fisher Building, Detroit 2, Mich. 

444 Madison Avenue, N. Y., PLaza 9-3221 
Dorothy Hanley, New York r.-tv t.b. 


MaecWILKINS, COLE & WEBER 

Corbett Building, Portland 4, Ore. 

Branch Offices 

Republic Building, Seattle 1, Wash. 

Tacoma Building, Tacoma 1, Wash. 
MAGNUSSEN & TEAGUE 

W. T. Waggoner Buidling, Fort Worth 2, Texas 
DAVID J. MAHONEY, INC. 

261 Madison Avenue, N. Y., OXford 7-01380 
Roger C. Bumstead, m.d. 

Branch Office 

5604% Hollywood Boulevard, Hollywood, Calif. 
George N. Laws, mer. 

MAHOOL ADVERTISING, INC. 

914 North Charles Street, Baltimore 1, Md. 
Katherine H. Mahool; Robert D. Myers. v.p. 
MALCOLM-HOWARD ADVTG. AGENCY 

203 N. Wabash Avenue, Chicago 1, Ill., ANdover 
3-0022 

W. H. MALE, LTD. 

1674 Kona Street, Honolulu 14, Hawaii 


DAVID MALKIEL ADVTG. AGENCY 

172 Newbury Street, Boston 16, Mass. 
NORMAN MALONE ASSOCIATES, INC. 
611 First National Tower, Akron 8, Ohio 
H. P. Stitzlein, m.d. 

4. GORDON MANCHESTER ADVTG., INC. 


1726 Pennsylvania Avenue, N.W., Washington 
6, D. C. 


Millicent A. Thomas, Richard T. Williams. 
CONKLIN MANN & SON 

342 Madison Avenue, N. Y., VAnderbilt 6-5577 
Richard Mann. 

LLOYD MANSFIELD CO., INC. 

110 Pearl Street, Buffalo 2, N. Y. 


MARCUS ADVTG. AGENCY, INC. 
2108 Payne Avenue, Cleveland 14, Ohio 


MARKS-AIKEN 
33 West 46th Street, N. Y., PLaza 7-3885 
Lawrence B. Marks. 


MARSCHALK & PRATT 
Division of McCann-Erickson, Inc. 
535 Fifth Avenue, N. Y., VAnderbilt 6-2022 


Eugene J. Cogan, m.d.; Andrew J. Purcell, Don- 
ald E. Leonard, Henry W. Cleeff, all m.b.’s. 


MARSTELLER, RICKARD, GEBHARDT AND 
REED, INC. 


185 North Wabash Avenue, Chicago 1, Ill, 
FRanklin 2-5212 


Bernard A. Beggan, Jr., m.d.; Elaine Kortas, 
assoc. m.d. 


Branch Office 

1932 Oliver Building, Pittsburgh 22, Pa. 
John R. Burke and Norton Wever, v.p.’s. 
MARTIN ADVERTISING AGENCY 

15 East 40th Street, N. Y., LExington 2-4751 
Ruth Fish. 

HARWOOD MARTIN ADVTG. 

2519 Connecticut Avenue, Washington 8, D. C. 
WILLIS S&S. MARTIN COMPANY 

535 West Wayne Street, Fort Wayne 2, Ind. 
Willis S. Martin, o. 

NICHOLAS MASSO ADVTG. AGENCY 

Hanna Building, Cleveland 15, Ohio 


4. M. MATHES, INC. 

260 Madison Avenue, N. Y., LExington %-7450 
Edna Catheart, r.-tv t.b. 

MATHISSON & ASSOCIATES, INC. 

411 East Mason Street, Milwaukee 2, Wisc. 
Jack Severson, Robert Geary. 

JOSEPH MAXFIELD CO. 

87 Weybosset Street, Providence 3, R. L. 


MAXON, INC. 

2761 E. Jefferson Avenue, Detroit 7, Mich. 
Branch Offices 

644 N. Rush St., Chicago, Ill., WHitehall 4-1676 
Richard Halpin. 

12 East 53rd Street, N. Y., PLaza 9-7676 
Thomas P. Maguire, bus. mer.; Ray Stone, 
George Huelser. 

CHAS. H. MAYNE COMPANY 

8487-B Melrose Place, Los Angeles 46, Calif. 
Eugene P. Ramsay, 0. 


MAYS & CO. 
412 West Gth Street, Los Angeles 14, Calif. 


WILLIAM DOUGLAS McADAMS, INC. 

23 West 45th Street, N. ¥., LOngacre 5-2 
Heinz Norden, r.-tv dept. 

MeCANN-ERICKSON, INC. 

50 Rockefeller Plaza, N. Y., JUdson 6-3400 
Thaddeus Kelly, mer. r.-tv timebuying: William 
Pellenz, Jane Podester, Thomas Swick, Frances 
Velthuys, Paul Clark, Robert Anderson. Murray 
Roffis, Albert Petcavage, Charles Willard 


Branch Offices 


6331 Hollywood Boulevard, Hollywood 28, Calif. 
3440 Wilshire Boulevard, Los Angeles 5, Calif. 
Mary Kay Cain, m.d. 


114 Sansome Street, San Francisco 4, Calif. 
Keith Lanning, Joseph Narcisso, Dail Pilcher. 


318 8S. Michigan Avenue, Chicago, Ull., WEbster 
9-3701 


Howard A. Heller. m.d.: John Cole, r.-tv t.b.; 
Esther Andersen and Lucille P. Chambers, asst. 
t.b.'s. 


Heyburn Building. Louisville 2, Ky. 

200 Berkeley Street, Boston 16, Mass. 

3546 Penobscot Building, Detroit 26, Mich. 
Kelso M. Taever, Marianne Lixie, William J. 
Davis, W. H. Pessefall. 

Terrace Plaza Building, Cincinnati 2, Ohio 
629 Euclid Avenue, Cleveland 14, Ohie 
Melvin D. Weiss, bus. mer. r.-tv; C 
Hardy, mer. markets & m. 

Public Service Building, Portland 4, Ore. 
Lovett Building, Houston 6, Texas 

THE MeCARTY CO. 

1206 Maple Avenue, Los Angeles 15, Calif. 
Branch Offices 


116 New Montgomery Street, San Francisco 5, 
Calif. 


20 FE. Huron Street, Chicago 11, Ul., SUperior 
7-1847 

Curtis Winters, Jr., a.e 

1500 Jackson Street, Dallas, Texas 

Medical Arts Building, Seattle 1, Wash. 

THE McCORMICK ADVTG. CO., INC. 

217 East 7th Avenue, Amarillo, Texas 
WALTER McCREERY, INC. 

9344 Wilshire Boulevard, Beverly Hills, Calif. 


Howard Flynn, r.-tv d.; Doris Waters, m.d.; 
Walter McCreery, pres. 


Branch Office 

522 Powell Street, San Francisco 2, Calif. 
McKEE & ALBRIGHT, INC. 

1809 Walnut Street, Philadelphia 3, Pa. 
Evelyn R. Walmsley. 

4. WALTER McLEAN ADVTG. 

Chronicle Building, Spokane 1, Wash. 
MecNEILL & McCLEERY 

6777 Hollywood Boulevard, Hollywood 28, Calif. 
John MeNeill. 

PHILIP J. MEANY CO. 

816 West Sth Street, Los Angeles 17, Calif. 
MEERMANS, INC. 

1924 N.B.C. Building, Cleveland 14, Ohic 

W. R. Meermans, exec. v.p. 
MEISSNER & CULVER, INC. 

Statler Building, Boston 16, Mass. 
MELDRUM & FEWSMITH, INC. 

1220 Huron Road, Cleveland 15, Ohic 
Bruce F. Stauderman, mer. tv-r. dept.; 
Mack. 

Branch Offices 

342 Madison Avenue, N. Y., MUrray Hill 7-1171 
135 N. Woodward Avenue, Birmingham, Mich. 


(Continued on page 90) 
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Bu Vers (Cont'd from page 89) 


RICHARD N. MELTZER ADVTG., INC. 
785 Market Street, San Francisco 3, Calif. 


Mary C. Ferriter, m.d.; Vernon Norris, tv d.; 
Tom Lowey, a.e. 


ou sa GEORGE T. METCALF CO. 
eee y y 31 Canal Street, Providence 3, R. I. 
Frank J. Jones. 


? BOSTON and NEWARK cco gamer 6 cima 


410 North Michigan Avenue, Chicago, HL, 


are in WASHINGTON STATE? i: 3,::-== 


Branch Offices 
328 Seuth Beverly Drive, Beverly Hills, Calif. 
Jim Ward, w. coast mgr.; Lyle E. Westcott, asst 
w. coast mer. 
759 N. Milwaukee Street, Milwaukee 2%, Wise. 





MICHENER & O'CONNOR, INC. 

1007 N. Front Street, Harrisburg, Pa. 
THE MILLER AGENCY CO. 

2144 Madison Avenue, Toledo 2, Ohio 


Frank E. Borer, pres. & treas.; David Heer, 
v.p.: R. D. Carrithers, a.e. 








WELL, NOT EXACTLY .. . but suppose you 
take all the people of Boston and Newark 
and place them within a circle w th a 45 mile 
radius. That circle is the size of the KTNT- 
TV “A”conteour, and the combined popu- 
lations of Boston and Newark equal 
the number of people living within 
that contour. 


Cc. L. MILLER COMPANY, INC. 


521 Fifth Avenue, N. Y., MUrray Hill 2%-1010 
Rita Driscoll, r.-tv t.b. 


Branch Office 

333 North Michigan Avenue, Chicago 1, IL, 
CEntral 6-1640 

4. W. MILLER CO. 

Miller Building, Guilford, Conn. 

Branch Office 

1056 Brimfield Road, Sturbridge, Muss. 


. iLE & -ERS. INC 
SEATTLE MILLER, OGLE & MYERS, I > 
CA ADA Great Northwest Life Bldg., Spokane 1, Wash. 
. William T. Ogle, pres.: Robert H. Miller, v.p.; 
SS 





Milton M. Myers, secy.-treas. & gen. mer. 


: DAN B. MINER COMPANY 
304 S. Kingsley Drive, Los Angeles 5, Calif. 
yp racoma 





Hildred Sanders Levings, v.p. chge. r.-tv: Albert 
Buffington, asst. to r.-tv d.; Kay A. Ostrander; 
Sylvia Schultz, asst. t.b 
W. ROBERT MITCHELL, INC. 

.) 111 East 56th Street, N. Y., MUrray Hill 8-2190 
W. Robert Mitchell. 






MITCHELL & MITCHELL, INC. 






420 28love 





cA Of all TV stations 1645 Hennepin Avenue, Minneapolis 3, Minn. 

~ : : Se in the fabulous -F ADVERTISING 
WASHINGTON STATE . Puget Sound area, MITHOFF ADVERTISING 

E ‘ oe cS only KTNT-TV 611 N. Stanton Street, El Paso, Texas 
zy ~ SS Sas ~ covers all 5* cities 
wv a in its “A” contour. ARTHUR R. MOGGE, INC. 
. *Seattle, Tacoma, 333 North Michigan Avenue, Chicago 1, Tl., 
Everett, Bremer- ANdover 3-3540 


ton, Olympia Branch Office 


3615 Olive Street, St. Louis 8, Mo. 


Due t» terrain, climate and geographic peculiarities, the 


population distribution of Washington State is very eee Sa ' 
spotty. And the biggest “spot” et the greatest concen- 4148 ee ag Avenue, Culver City, Calif. 
tration of population . . . is located in the Puget Sound yA eer ae 

Area. The transmitting tower of KTNT-TV is right in 2 nat yin anf 
the center of this population concentration. Within the ngs tinge tiedeconeeetps: oll 
boundaries of KTNT-TV’s “A” contour are over 1,200,000 Schachne, Laura Partridge. 
progressive people . . . having average incomes above the RICHARD G. MONTGOMERY & ASSOC. 
national average. And that’s not all. Another 800,000 1126 S.W. 13th Avenue, Portland 5, Ore. 
people, just as prosperous, live within good-signal dis- MOORE & CO., INC. 

tance outside the ys contour. 1700 Summer Street, Stamford, Conn. 
Buy tclevision where the people are . . . Buy KTNT-TV. — a ee SOE 


Shoemakersville, Pa. 


316,000 WATTS 


Antenna Height 
1000 FT. ABOVE SEA LEVEL 


CBS Television for Puget Sound 





Greatest coverage 


Reprcsented Nationally by Weed Television of the Columbus market 
KTNT-TV, TACOMA 5, WASHINGTON 


“The Word Gets Around... Buy Puget Sound” 





REPRESENTED BY EATZ 





90 July 1955, Television Age 

















MOREY, HUMM & JOHNSTONE, INC. 

350 Fifth Avenue, N. Y., LOngacre 4-2240 

W. L. Wernicke, r.-tv d.; K. Shanahan. 
RAYMOND R. MORGAN CO. 

6233 Hollywood Boulevard, Hollywood 28, Calif. 
Branch Office 

260 California Street, San Francisco 11, Calif. 
Porter F. Anderson, v.p.-mgr. San Francisco 
office. 

TIM MORROW ADVERTISING 

216 E. Ontario Street, Chicago, Ull., DElaware 


7-7 

Kathryn Stark. 

MORSE INTERNATIONAL 

122 East 42nd Street, N. Y¥., OXford 7-2100 
Orrin E. Christy. Jr.. Raymond A. McArdle. 
MOSELLE & EISEN 

522 Fifth Avenue, N. Y., MUrray Hill 2-4939 
Marguery M. West. 

MOSS ASSOCIATES 

415 Lexington Ave., N. ¥., MUrray Hill 37-7377 
Marion Rand. 

THE MOSS-CHASE COMPANY 

425 Franklin Street, Buffalo 2, N. Y. 

John J. Starr. 

MOTTL & SITEMAN ADVTG. 

6399 Wilshire Boulevard, Los Angeles, Calif. 
C. WENDEL MUENCH & CO. 

57 E. Wacker Drive, Chicago 1, Ul, Financial 
6-3481 

MUIR & CO. 

230 Park Avenue, N. Y., MUrray Hill 3-9360 
John Ralph. 

MULLEN-MICOLIN ADVTG. AGENCY 

130 South 10th Street, Minneapolis, Minn. 
THE MULLICAN COMPANY 

310 West Liberty Street, Louisville 2, Ky. 
Howard J. Perry, pres.: Carolyn Beauchamp, 
r.-tv d.; C. Kenneth Meeker, a.e. 

JOHN F. MURRAY ADVTG. AGENCY 

22 East 40th Street, N. Y., LExington 2-8000 
Alice Carle. 

IRVIN MYERSON AGENCY 

330 S. Wells Street, Chicago 6, IIL, 
37-6828 

MYRBECK & JACOBS 

1458 Hancock Street, Quincy 69, Mass. 


NEALE ADVTG. ASSOCIATES 

8462 Sunset Blvd., West Los Angeles 46, Calif. 
E. G. Neale, pres. & a.e.; Ted Neale, Jr., secy.- 
treas. & a.e.; Carroll Ray, copy chf. & tv t.b. 
NEEDHAM & GROHMANN, INC 

30 Rockefeller Plaza, N. Y., CIrele 5-6200 
Harry C. 


HArrison 


Ledingham, sp.b. 


NEEDHAM, LOUIS & BRORBY, INC. 

135 S. LaSalle St., Chicago, Ull., STate 2-5151 
Donald DeCarlo, Pat Brouwer. 

Branch Offices 


1600 N. Vine Street, Suite 612, Hollywood 28, 
alif. 


Frank A. Pittman, v.p. chge. w. coast opertn.; 
Thomas E. Brittingham, III, asst. to F. Pittman. 
730 Fifth Avenue, N. Y., PLaza 7-0333 
Gordon G. Vanderwarker, New York m.d. 
GEORGE R. NELSON, INC. 

208 State Street, Schenectady, N. Y. 

TED NELSON ASSOC, 

730 Fifth Avenue, N. Y., Clirele 6-8170 

Ted Nelson. 

NEWHOFF-BLUMBERG ADVTG. AGENCY 
529 N. Charles Street, Baltimore 2, Md. 
NEWMARK’S ADVTG. AGENCY, INC, 

217 Seventh Avenue, N. Y., WAtkins 9-54100 


Samuel S. Zipser, pres.; Joseph Bell, secy.-treas.; 
Abraham Chernok and Milton Weiss, v.p.’s. 


NEWMAN, LYNDE & ASSOC., INC. 

400 Florida Nat’! Bank Bldg., Jacksonville, Fla. 
NICOLIN-GOUSHA ADVTG., INC. 

130 South 10th Street, Minneapolis 2, Minn. 


Robert D. Nicolin, pres.; Harry M. Gousha, 
v.p.; Thomas L. Dekko, a.e. 


ALBERT SIDNEY NOBLE 

52 Vanderbilt Ave., N. ¥., MUrray Hill 6-8788 
Troy Ferguson. 

NOBLE-DURY & ASSOCIATES, INC. 

412 Vendome Building, Nashville 3, Tenn. 
Albert Noble, Bill Graham, Harold Twitty, 
Chuck Branch, Bill Satterwhite. 

KELSO NORMAN ADVERTISING 

222 Kearney Street, San Francisco 8, Calif. 


R. T. O'CONNELL CO. 

120 Madison Avenue, N. Y., PLaza 3-5412 

R. T. O'Connell. 

OGILVY, BENSON & MATHER, INC. 

589 Fifth Avenue, N. Y¥., MUrray Hill 8-6100 
Nat Kane; Ann Janowicz, Frank Gianattasio, 
Marcia Raschen, all asst. t.b.'s 

OHIO ADVTG. AGENCY, INC. 

2300 Payne Avenue, Cleveland 14, Ohio 

OLIAN ADVERTISING CO. 

1010 Lindell Boulevard, St. Louis 8, Mo. 
Peggy Leonhardt, r.-tv d. 

OLIAN & BRONNER, INC. 

35 E. Wacker Drive, Chicago, Ull., STate 2-3381 
Kay Kennelly, m.d.; Helen Destelle, asst. t.b 
OLMSTEAD & FOLEY 

1200 2nd Avenue South, Minneapolis 3, Minn. 
Warren T. Way, m.d. 

O’"NEIL, LARSON & McMAHON 

230 North Michigan Avenue, Chicago 1, IIL, 
ANdover 3-4470 

ROBERT W. ORR & ASSOC., INC. 

4 West 58th Street, N. Y., PLaza 9-8050 
Frederick R. Raycroft, v.p. & r.-tv d.; Louis 
Ergmann, r.-ty bus. mgr.; Eleanor Accles. 
MERRITT OWENS ADVTG. AGENCY, INC. 
365 New Brotherhood Building, Kansas City 1, 
Kansas 

Merritt Owens, pres.; Earl Allving 


RRR aR 


PACIFIC NATIONAL ADVTG. AGENCY 
2124 4th Avenue, Seattle 1, Wash. 
Gertrude M. Nyman, m.d.; Trevor Evans, pres 
Grant Merrill, tv prod. dept. 
Branch Offices 

Cascade Building, Portland 4, Ore. 
606 Chronicle Building, Spokane 1, 
Vernon L. Cary, v.p. & gen. mer. 
Boss, a.e. & asst. mgr.; Robert V. 
Irene W. Wood, m.d. 


Wash. 


Martin G 
Weitze, a.e 


PALM & PATTERSON, INC. 

Fidelity Building, Cleveland 14, Ohio 

PARIS & PEART 

370 Lexington Ave., N. Y¥., MUrray Hill 9-2421 
Weymouth M. Symmes, m. mer.; Virginia Burke 
sp. & t.b. 

PATCH & CURTIS 

437 E. Broadway, Long Beach 2, Calif. 
MAURICE PAULSEN ADVTG. 

213 Boyce-Greeley Blidg., Sioux Falls, S. Dak. 
Maurice Paulsen, mgr. 

PAULSON-GERLACH & ASSOCIATES, INC. 
606 W. Wisconsin Avenue, Milwaukee 3, Wisc. 


Ronald Hoover, a.e.; Eleanor B. Weiss, m.d. 


PEARSON ADVTG. AGENCY, INC. 

250 Park Avenue, N. Y., MUrray Hill 8-3055 
C. H. Pearson, pres.; 
& secy. 

PEARSON, MORGAN & PASCOE ADVTG. 
Medical Arts Building, Seattle 1, Wash. 

PECK ADVTG. AGENCY, INC. 

400 MADISON AVENUE, N. Y., PLaza 3-0900 
Schweitzer 


Cecelia H. Pearson, v.p. 


Sidney G. Alexander, S. 8S. 


3. R. PERSHALL CO. 
105 W. Adams Street, Chicago 3, UlL., FRanklin 
2-8440 

PETERSON & KEMPNER, INC. 

444 Madison Avenye, N. Y., Plaza 3-7145 
Fred Dixon. 





ALFRED M. PETTLER ADVTG. AGENCY 
89 Orinda Highway. Orinda, Calif. 

Alfred M. Pettler, 0.: Hamilton Stevenson, art 
d.; A. Robert Eitzen, a.e. 
PHILLIPS & CHERBO, INC. 
70 W. Hubbard, Chicago, Ul., 
Jack Cherbo 

THE PHILLIPS-RAMSEY CO. 
304 Ivy, San Diego 1, Calif. 
Robert F. 
PICARD, MARVIN & REDFIELD, INC. 

48 East 43rd Street, N. Y., MUrray Hill 2-3885 


MOhawk 4-3912 


Lewis, m.d. 


PIDGEON, VANCE & ASSOC, 
Builders Exchange, Minneapolis %, 
JOSEPH W. PINKUS 

318 Market Street, Newark 2, N. 4. 

Joseph W. Pinkus, pres 

PLATT, ZACHARY & SUTTON, INC. 

7 East 44th Street, N. Y., MUrray Hill 73-3240 
Thomas O'Donnell, m.d 

Branch Office 

31 Providence Street, Boston 16, 


Minn. 


Mass. 
POLLYEA ADVERTISING 

822% Ohio Street, Terre Haute, Ind. 

Marie Perking, gen. mer 

POSNER-ZABIN ADVTG. 

95 Madison Avenue, N. Y., MUrray Hill 09-2676 
J. B. Zabin 

POTTS-CALKINS & HOLDEN, INC. 

3 Grand Avenue, Kansas City 8, Mo. 
William J. Brewer, d. r.-tv dept.; Gene W. Den 
uis and Al Christy, a.e.'s: melen Church 
POTTS-TURNBULL ADVTG. CO. 

912 Baltimore Avenue, Kansas City 6, Mo. 
POWELL-GAYEK ADVTG., INC. 

2216 Penobscot Building, Detroit 26, Mich. 
Robert H. Powell, pres 
40HN POWERS CO. 
110 William Street, N. Y., 
POWNALL ADVERTISING, INC. 
Citizens Building, Decatur, Hl. 





Bil: Gayek, secy.-treas 


WOrth 4-7361 


PRATER ADVTG. AGENCY, INC. 
705 Chestnut Street, St. 
Barbara Block, r.-tv d 
VrRESBA, FELLERS & PRESBA 

360 N. Michigan Avenue, Chicago, UL, 
66-7683 

W. B. Presba, pres.;: Marquis M. Smith, r.-tv 
Glenda Allyn. 

PRODUCT SERVICES, INC. 
ij Kast 45th Street, N. ¥., 
Les L. Persky, Si Lewis, Martha Rose 
w1ebenson. 

PROEBSTING, TAYLOR INC. 

100 E. Ohio Street, Chicago 11, HL, 
1-1051 

J.mes L. Proebsting and K. ¢ 
PROFILE ADVERTISING 


73 B Street, Manchester, N. H. 


C 


HENRY QUEDNAU, INC. 
104 13th Street, Tampa, Fla. 


Louis 1, Mo. 


CEntral 


MUrray Hill 7-0204 
Herman 


WiHitehall 


August, a.e.'8 


Henry Quednau, pres. & a.e.; H. E. Madsen, v.p 


& ae Agnes Vogel, m. 


(Continued on page 92) 
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CAVEAT TEMPORIS 
EMPTOR 


Let the Time-Buyer 
Beware 


When today's Horatio grabs his Hooper or Platonius peruses 
his Pulse he’s obviously looking for facts . . . and when he studies 
either of those studies (ARB too) he’s going to rediscover what 
he already knows; i.e., there's no station like WTRF-TV in the 
Wheeling-Steubenville Two Billion Dollar Market. By every 
accepted standard of measurement WTRF-TV dominates by a 
wide margin, indicating that the 397,000 families in the 
WTRF-TV coverage area, owning 304,778 television receivers 
prefer this unusually popular, watchable station. The upper Ohio 
Valley, known as “the rich Ruhr Valley of America", covered 
by WTRF-TV, is continuing to attract major industry because of 
its abundance of natural resources and fuel and a plentiful 
supply of manpower. So, when making up a schedule, or adding 
to one, don't be carried away by magnified coverage figures; 
get the facts; check the ratings; find out who's viewing what. 
When you do you will realize WTRF-TV is dominating an 
important market—worth your consideration. 


A phone call will cause any Hollingbery man to grab his toga 
and laurel crown and come a-running to your office to show 
you the latest Hooper, Telepulse, ARB figures, or the NBC 
schedule. If you insist on the facts direct from the inner sanctum, 
call Wheeling 1177 and let Caesar Bob Ferguson tell you how 
“Omnia Gallia est divisa en tres partes’’ and how WTRF-TV's 
part is better than 2 to 1 of the tuned in audience between 
noon and midnight. 

Pax Vobiscum. 


1 








\ 


). WIRF-TV, sca: 








Buyers (Cont'd from page 91) 


RADIO ADVTG. CORP. OF AMERICA 

128 Mallory Avenue, Jersey City 4, N. 4. 

L. W. RAMSEY COMPANY 

230 N. Michigan Avenue, Chicago, Ill., FRanklin 
2-8155 

Dorothy Parsons, m.d. 

Branch Office 

111 East 3rd Street, Davenport, Iowa 
RAMSTHAL ADVTG. AGENCY 

Ramsthal Building, West Bend, Wisc. 

THE RANDALL CO. 

75 Pearl Street, Hartford 3, Conn. 

THE FRED M. RANDALL COMPANY 

1032 Book Building, Detroit 13, Mich. 
Charles E. Foerster, m.d. 

RATCLIFFE ADVERTISING AGENCY 

501 Mercantile Bank Building, Dallas 1, Texas 
M. K. Ratcliffe, Jr., a.e. 

REACH, YATES & MATTOON, INC. 

720 Fifth Avenue, N. Y., PLaza 17-7676 
Richard B. Gordon, m.d.; Louis G. Bissell, Jr., 
r.-tv d. 

Branch Office 

69 Washington Street, Newark 2, N. 4. 

KNOX REEVES ADVTG., INC. 

600 ist Natl. Seo Line Bldg., Minneapolis 2, 
Minn. 

Russell Neff, r.-tv d. 

REILLY, BROWN & WILLARD, INC. 

216 Tremont Street, Boston 16, Mass. 
REINCKE, MEYER & FINN, INC. 

520 Nerth Michigan Avenue, Chicago, IHl., 
WhHitehall 4-7440 

Lew Green, r.-tv d.; John Priebe, m.d. 
REINGOLD CO., INC. 

69 Newbury Street, Boston, Mass. 

REINHARDT ADVTG., INC. 

1736 Franklin Street, Oakland 12, Calif. 
Cecil Webb, Jr., r.-tv d.; A. Leo Bowman, r.-tv 
t.b. 

WM, B. REMINGTON, INC, 

196 Worthington Street, Springfield 3, Mass. 
Donald C. Heath, v.p. 

RHOADES & DAVIS 

1201 West Fourth Street, Los Angeles 17, Calif. 
Faythe Vent, r.-tv d. 

FLETCHER D. RICHARDS, INC. 

10 Rockefeller Plaza, N. Y., JUdson 6-5100 
E. A. Elliott, m.d.; James M. Kelly. 

Branch Offices 

5816 Wilshire Boulevard, Los Angeles 36, Calif. 
256 Sutter Street, San Francisco 8, Calif. 
221 N. LaSalle Street, Chicago 1, Ill., Financial 
6-3585 

M. EVANS RICHMOND AGENCY 

127 South 22nd Street, Philadelphia 3, Pa. 
M. Evans Richmond. 

Branch Offices 

Yucea-Vine Building, Hollywood 28, Calif. 
M. K. Reiss. 

230 Boylston Street, Boston 16, Mass. 

Robert Sanford. 

RIEDL & FREEDE, INC. 

424 Lakeview Avenue, Clifton, N. J. 

Philip Barnet. 


WTVN 


Greatest coverage 
of the Columbus market 
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RINGER & ASSOCIATES, INC. 

712 8S. Curson Avenue, Los Angeles 36, Calif. 
RIPPEY, HENDERSON, KOSTKA & CO. 

530 First National Bank Bidg., Denver 2, Cole. 
RITCHIE ADVERTISING AGENCY 

648 Bank of Commerce Bidg., Houston 2, Texas 
Louis R. Glavis. 

DAN RIVKIN ADVERTISING 

1418 Walnut Street, Philadelphia 2, Pa. 

Dan Rivkin, o. 

MARSHALL ROBERTSON ADVTG. AGENCY 
1550 Speer Boulevard, Denver 4, Colo. 


Marshall G. Robertson and Mary A. Robertson. 
pres. & partners: John F. Eby, v.p.; James 
Briggs and R. W. McWilliams, a.e.’s. 


ROBERTSON, BUCKLEY & GOTSCH, INC. 


57 East Jackson Boulevard, Chicago 4, IUll., 
HArrison 737-0654 


ELWOOD J. ROBINSON & CO. 

1111 Wilshire Boulevard, Los Angeles 17, Calif. 
Robert C. Neuman, m.d. 

EDWARD W. ROBOTHAM & CO. 

24 Lewis Street, Hartford 3, Conn. 

ROCHE, WILLIAM & CLEARY, INC. 


135 8S. LaSalle Street, Chicago, Ml, RAndolph 
6-9760 


C. J. Brodersen. 

IRVING ROCKLIN & ASSOC. 

32 West Randolph Street, Chicago 1, Iil., 
RAndolph 6-2324 


Irving Rocklin; Ira Segall and Edward Lovinger, 
asst.’s. 


ROIZEN ADVTG. AGENCY, INC. 

291 Delaware Avenue, Buffalo 2, N. Y. 
Manus Roizen, pres. 

ROSENWALD, KRUPP & ASSOCIATES, INC. 


413 West 7th Street, P.O. Box 1369, Amarillo, 
Texas 


Monte Rosenwald, pres.; Cliff Lambert, a.e. 
IRVING ROSEN ADVTG. 

230 Fifth Avenue, N. Y., ORegon 9-1926 

E. Wayne. 

0. H. ROSKAM ADVERTISING 

6 Vest 10th Street, Kansas City 6, Mo. 
CHARLES ROSS ADVTG. AGENCY 

1418 N. Highland Avenue, Hollywood 28, Calif. 
ROSS ADVERTISING AGENCY 

82° Walnut Street, Kansas City 6, Mo. 
Branch Office 

310 Charlene Drive, St. Louis 22, Mo. 


Clark F. Ross, o.: James Buckmeyer, Lew M. 
Ross. 


ROSS ROY, INC. 
2751 East Jefferson, Detroit 7, Mich. 


— E. Hassel, v.p. & m.d.: Ron A. Post, sp. & 
t.b. 


Branch Offices 
1680 N. Vine Street, Hollywood 28, Calif. 
Maurice G. Vaughn, v.p. 


307 N. Michigan Avenue, Chicago, Ill., RAndolph 
6-7000 


Roberta Harney. 

122 East 42nd Street, N. Y., MUrray Hill 7-2944 
Carol Dehn. 

A. MARTIN ROTHBARDT, INC. 

154 E. Erie Street, Chicago 11, Ill., WHitehall 
4-83289 

ROTHMAN & GIBBONS ADVTG. AGENCY 

1000 May Building, Pittsburgh 22, Pa. 


Arthur D. Gibbons and S. Lawrence Rothman, 
partners. 


FRED RUDGE, INC. 
65 Park Street, New Canaan, Conn. 
Lee Murdaugh, copy chf. 


(Continued on page 94) 
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from the portfolio of STBY sates Builders 





From the master showman of Hollywood, whose uncanny 
genius for entertainment values has given his pictures a 
gross of over $100,000,000, comes a Feature Film package 
that’s bread and butter—and dessert—to stations and spon- 
sors across the country. 


It’s a package of great stories and top Hollywood names 
by the score. Any listing in this space would be incomplete. 


Films in this series have outrated “Lucy” in San Francisco 
... smothered a competing “Berle” in Salt Lake City . . . 
exceeded the ratings of “Your Show of Shows” and other 
competing programs in Cleveland. 


No wonder station managers call it “The best package 
we have ever-had” (WCBS-TV, New York) ... tell us that 
“audience and advertisers alike have been extremely well 
pleased.” (KPRC-TV, Houston). 


If you need a sure Feature Film winner, write to TPA 
for availabilities of this proved package. 


Television Programs of America, Inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood : 6253 Hollywood Boulevard 

























































































































Buyers (Cont'd from page 93) 


CHARLES L. RUMRILL & CO., INC, 
339 East Avenue, Rochester, N. Y. 
William E. Weller, Jr., r.-tv t.b. 


LOWE RUNKLE COMPANY 
1305 Liberty Bank Bldg., Oklahoma City 2, Okla. 


Lowe Runkle, pres.; Howard Neumann and 
Monty Mann, v.p.’s: Kieth M.thers, r.-tv d.; 
Roger Pishny. 


RUTHRAUFF & RYAN, INC. 
405 Lexington Avenue, N. Y., MUrray Hill 
6-6100 


Edward A. Fonte, mgr, m. timebuying div.; 
Vincent T. DeLuca: Gordon Hughes, asst. t.b.; 
Charlotte M. Corbett; George Heffernan asst. 
t.b. 

Branch Offices 

6920 Sunset Boulevard, Hollywood, Calif. 
3440 Wilshire Boulevard, Los Angeles 5, Calif. 
Ruth K. Fredricks, m.d. 

235 Mentgomery Street, San Francisco 4, Calif. 
Virginia Crawford, m.d. 

National Press Building, Washington 4, D. C. 
360 N. Michigan Avenue, Chicago, Hl., Financial 
6-1833 

Holly Shively, Irene Hess, Edmund Kasser. 
7430 Second Boulevard, Detroit 2, Mich. 

2650 University Avenue, St. Paul 14, Minn. 
Loren S. Sorensen. 

G11 Olive Street, St. Louis 1, Mo. 

2920 Carew Tower, Cincinnati 2, Ohio 

John Gordon. 

1412 Main Street, Dallas, Texas 

John C. Simmons, v.p.: Ernest S. Lovan, Alex 
G. Pappas, Edward R. Gaines, all a.e.’s. 

Gulf Oil Buliding, Houston 2, Texas 

1218 Third Avenue, Seattle 1, Wash. 

1508 Northern Life Tower, Seattle 1, Wasl:. 
Gerri Richardson, sp. & t.b. 

LEWIS EDWIN RYAN ADVTG. 

726 Jackson Place, N.W., Washingten 6, D. C. 
William J. Green, r.-tv d. 


RYDER & INGRAM, LTD. 
1924 Franklin Street, Oakland 12, Calif. 
Estelle Guy, m.b. 


°. i eee 


G. A. SAAS & CO. 


C ty Buildi Indi ht 4, Ind. 


BEN SACKHEIM, INC. 

2 West 59th Street, N. Y., PLaza 1-2200 
William Galker, Ted Breining and Jerry Hahn, 
a.e.’s 

MAXWELL SACKHEIM & CO., INC. 

670 Fifth Avenue, N. Y., PLaza 8-2086 

Rae Elbroch, r.-tv d. 

ST. GEORGES & KEYES, INC. 

250 Park Avenue, N. Y., PLaza 5-1180 

James J. Freeman, v.p. & m.d.; William O’Brion, 
sp. & t.b. 

Branch Office 

1004 N. Charles Street, Baltimore, Md. 

ST. PAUL ADVERTISING CO. 

100 S. Wabasha Street, St. Paul 1, Minn. 

Carl L. Weschcke, gen. mgr.; D. Nelson, sp.b.; 
N. C. Elmquist, office mer. 

SAUNDERS, SHROUT & ASSOC. 


22 W. Monroe Street, Chicago 3, Ill., DEarborn 
2-7089 
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WALKER SAUSSY ADVTG., INC. 
Penthouse, Texas Co. Bldg., New Orleans 16, La. 


Joseph C. Shields Jr.. Stanley Starr, Jules C. 
Robert. 

SAVAGE-LEWIS, INC. 

1807 Lyndale Avenue South, Minneapolis 5, 
Minn. 

Preston K. Covey, v.p.-d. of m. & rsch. 

FRANK B. SAWDON, INC. 

270 Park Avenue, N. Y., PLaza 5-1324 

Jerry Bess. 

Branch Office 

75 E. Wacker Drive, Chicago 1, Ul., DEarborn 
2-0826 

THE SAXTON AGENCY 

312 E. Wisconsin Avenue, Milwaukee 2, Wisc. 
H. Ellis, o.; Eunice Grobe, asst. 

GIL SAYWARD ASSOCIATES 

25 W. Broward Boulevard, Fort Lauderdale, Fla. 
SCHEIDELER, BECK & WERNER, INC. 

187 Park Avenue, N. Y., MUrray Hill 8-8866 
Vera Brennan, r.-tv timbuying d.; Sally Reynolds, 
Anne Small. 

HARRY SCHNEIDERMAN, INC. 

141 W. Jackson Boulevard, Chicago, ll., WEbster 
9-3924 

Doris Golow. 

SCHOENFELD, HUBER & GREEN, LTD. 


520 N. Michigan Avenue, Chicago 11, IIL, 
WhHitehead 41-0818 


Lewis G. Green, v.p.; Mary Millsap, m.d. 
SCHOLTS ADVTG. SERVICE 

1201 West 4th Street, Los Angeles 17, Calif. 
THE SCHRAM ADVTG. CO. 

22 W. Madison Street, Chicago 2, Ill., ANdover 
3-6292 

Ira P. Weinstein, pres.; Raymond J. Henning, 
v.p.; Robert I. Solomon, m.d. 

REGGIE SCHUEBEL, INC. 

7 East 47th Street, N. Y., Eldorado 5-7785 
Reggie Schuebel, Jeanne Sullivan. 

SCHWAB & BEATTY, INC. 

38 East 57th Street, N. Y., PLaza 1-1557 
Charles Alexander, George F. Perkins. 
SCHWIMMER & SCOTT, INC. 


814 N. Michigan Ave., Chicago, Hl, DEarborn 
2-1815 


Robert R. Riemenschneider, m.d. 

SCOTTS AGENCY, INC. 

11 Pemberton Square, Boston 8, Mass. 

4. B. SEBRELL ADVTG. AGENCY 

300 S. Los Angeles Street, Los Angeles 13, Calif. 
Branch Office 

1315 E. Compton Boulevard, Compton, Calif. 
RUSSEL M. SEEDS COMPANY 


919 N. Michigan Avenue, Chicago, Ill., DElaware 
7-1045 

Merle Myers, Virginia Russett. 

Branch Offices 


7324 Santa Monica Boulevard, Hollywood 46, 
Calif. 


Lemeke Building, Ind:anapolis 4, Ind. 

ROSCOE W. SEGAR ADVTG. 

2125 N.E. 48th Avenue, Portland 13, Ore. 
4AMES C. SEIX CO. 

345 Madison Avenue, N. Y., MUrray Hill 6-6368 
Teri Parker. 

H. RICHARD SELLER ADVTG., INC. 

937 S.W. Jackson, Portland 7, Ore. 

H. Richard Seller, Arnold Blitz, Andy Seller, 
Don James. 

ROBERT B. SELBY & ASSOCIATES 

522 Powell Street, San Francisco 2, Calif. 
SHAFFER BRENNAN, MARGULIS ADVTG. CO. 
4 North 8th Street, St. Louis 1, Mo. 

THE LEONARD SHANE AGENCY 

442 N. La Cienega Bivd., Los Angeles 48, Calif. 
Leonard Shane, pres.; J. M. Lench, gen. mer. 
r.-tv. 

RALPH SHARP ADVTG., iNC. 

736 Lothrop Street, Detroit 2, Mich. 


Ralph W. Sharp, pres.: Joe H. Langhammer, 
exec. v.p.: Arthur H. Seely, r.-tv d.; Roger W. 
Sharp, r.-tv asst.; George Abraham, markets-m. 
mer. 


JOHN W. SHAW ADVTG., INC. 


716 N. Rush Sireet, Chicago 11, Ill., MOhawk 
4-6323 
Ann Shaffer, m.d.; Roberta Francis, r.-tv t.b. 





SHAW-SHON, INC., ADVTG. AGENCY 

1465 Broadway, N. Y., CHickering 4-0541 

Art Shaw. 

Branch Office 

13219-B Victory Boulevard, Van Nuys 14, Calif. 
SHERMAN & MARQUETTE, INC. 

919 N. Michigan Avenue, Chicago 11, Ill., DEla- 
ware 7- 

MARVIN SHERRES, INC., ADVTG. 

20 East 35th Street, N. Y.. MUrray Hill 6-5170 
Marvin Sherres, pres.; Michael Goodwin, v.p. 
SHIVELL-HALL CO., INC, 

501 Fifth Avenue, N. Y., MUrray Hill 2-9120 
Robert Rothschild. 

HAL SHORT & CO. 

Rothchild Building, Portland, Ore. 

Hal Short, pres.: William G. Pyle, a.e. 

JOHN SHRAGER, INC. 

2 West 16th Street, N. Y., JUdson 6-4562 
James M. Cecil. 

SIDENER & VAN RIPER, INC. 

1142 N. Meridian Street, Indianapolis 4, Ind. 
HAROLD J. SIESEL COMPANY 

216 East 19th Street, N. Y., PLaza 9-6140 
John T. Cisheros, m.-t.b. 

CHARLES SILVER & CO. 

737 N. Michigan Avenue, Chicago 11, Il. 
SIMON & GWYNN 

3329 Poplar Avenue, Memphis, Tenn. 

Branch Office 

930 Stahiman Building, Nashville, Tenn. 
LEONARD M. SIVE & ASSOC., INC. 

22 West 7th Street, Cincinnati 2, Ohio 
SMALLEY, LEVITT & SMITH, INC. 

643 Olive Street, Los Angeles 14, Calif. 

Helen Smith, sp.b. 

HOWARD R. SMITH COMPANY 

703 Jones Building, Tacoma 2, Wash. 

Larry Huseby, r.-tv d. 

SMITH & GANZ, INC. 

6642 Sunset Boulevard, Hollywood 28, Calif. 
Charles B. Ganz, pres. & a.e.; Frederic B. Van- 
derhurst, exec. v.p. & a.e.; Richard T. Parker, 
a.e. 

SMITH, BENSON & McCLURE, INC. 

8 S. Michigan Avenue, Chicago 3, HIll., STate 
2-1931 

SMITH, TAYLOR & JENKINS, INC. 

223 4th Avenue, Pittsburgh 22, Pa. 

Thomas J. MacWilliams, tv d. 

BROOK HILL SNOW ADVTG. 

1615 2ist Avenue, Greeley, Colo. 

Brook Hill Snow, pres. 

WALTER. B. SNOW & STAFF, INC. 

Statler Building, Boston 16, Mass. 

SORENSEN & COMPANY 

430 N. Michigan Avenue, Chicago, Hll., DEla- 
ware 7-5030 

Dorothy Samer 

RAYMOND SPECTOR CO., INC. 

445 Park Avenue, N. Y., MUrray Hill 8-4407 
Richard Blaine, r.-tv d. 

FRANKLIN SPIER, INC. 

232 Madison Avenue, N. Y., ORegon 9-4441 
Herman Sloane. 

STAAKE & SCHOONMAKER CO. 

Kal Buildi Kal 4, Mich, 
CHARLES N. STAHL ADVTG. AGENCY 

6602 Selma Avenue, Hollywood 28, Calif. 
Charles N. Stahl, 0.; A. W. “Bon” Davis and 
Donald D. Lewis, a.e.’s; Evelyn C. Davis, office 
mer. & t.b. 

BARTON A. STEBBINS, ADVTG. 

3142 Wilshire Boulevard, Los Angeles 5, Calif. 
A. W. Gudelman; Nat Jeffras, a.e. 

HAL STEBBINS, INC. 


714 W. Olympic Boulevard, Los Angeles 15, 
Calif. 


Paul Winans and Robert Laws, v.p.’s. 
STEINER, TOWERS, DOBRIN & KAUS, INC. 
221 West 57th Street, N. Y., Cirele 6-0913 
F. Bickford Kaus. 

STERLING ADVTG. AGENCY, INC, 

535 Fifth Avenue, N. Y., MUrray Hill 7-3400 
Alfred B. Udow, m.d. 

















ROBERT STEVENS ADVTG. 

1839 Lomas Boulevard, N.E., Albuquerque, N. 
Mex. 

Robert Stevens, o. & a.e.- Doyle Courington, 
Eudine Foster, Arthur Gould, Charline Ware. 
STOCKTON . WEST . BURKHART . INC. 
1300 Ist National Bank Bldg., Cincinnati 2, Ohio 
Douglas K. Burch, r.-tv pgmng. m. 


STOCKWELL & MARCUSE 

1407 Industrial Bank Building, Detroit 26, Mich. 
William H. Stockwell, partner & t.b.; Philip R. 
Marcuse, partner & sp.b. 

STORM & KLEIN, INC. 

331 Madison Avenue, N. Y., MUrray Hill 7-4460 
Arthur Klein. 

STRAUCHEN & McKIM ADVTG. 

6 East Fourth Street, Cincinnati 2, Ohio 
Holmes E. Leed, r.-tv d. 

STREET & FINNEY, INC. 

45 West 15th Street, N. Y., Circle 6-1700 

Helen A. Thomas; Howard Miller, prem. d. 
BOB STRUBLE & ASSOC. 

735 N. Vine Street, Hollywood 38, Calif. 


SUDLER CO. 

1000 S. Manhattan Place, Los Angeles 19, Calif. 
DANIEL F. SULLIVAN CO., INC. 

216 Tremont Street, Boston 16, Mass. 
SULLIVAN, STAUFFER, COLWELL & BAYLES, 
INC, 

477 Madison Avenue, N. Y., MUrray Hill 8-1600 
Jean Carroll, Walter Bowe, Stephen Suren, John 
Canning. 

Branch Office 

6253 Hollywood Boulevard, Hollywood 28, Calif. 
SUSSMAN & SUGAR, INC. 

24 West 40th Street, N. Y., LOngacre 3-1470 
Hilda Spirito. 


SUTHERLAND-ABBOTT ; 

234 Clarendon Street, Boston 16, Mass. 

T. R. Covey, Jr., r.-tv d.; Evelyn Victor, asst. 
r.-tv 

G. F. SWEET & CO., INC. 

3 Lewis Street, Hartford 3, Conn. 

HOWARD SWINK ADVTG. AGENCY, INC. 
372 E. Center Street, Marion, Ohio 

SYERS, PICKLE & WINN ADVTG. AGENCY 
204 West 16th Street, P.O. Box JJ, Capitol 
Station, Austin, Texas 

SYKES ADVERTISING, INC. 

617 William Penn Place, Pittsburgh 19, Pa. 


Milnor Roberts, pres.; R. W. Cooper, v.p.; E. H. 
Sykes, Jr., a.e. 


NI 


TAGGART & YOUNG 

7364 Beverly Boulevard, Los Angeles 36, Calif. 
WILLIAM G. TANNHAEUSER CO., INC. 

623 North 2nd Street, Milwaukee 3, Wisc. 


TATHAM-LAIRD, INC. 


64 E. Jackson Boulevard, Chicago, Ill., HArrison 
7-3700 


Paul Schlesinger and Roy Boyer, m. supervisors; 
James Zitnik, Harold Bennett, Don Grasse, Jack 
Ragel. all m. bdest. mers. 


TECH AGENCY, INC. 
1004 E. Jefferson Avenue, Detroit 7, Mich. 


(Continued on page 96) 
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This is the only show of its kind in all television. And 
its unique program content is matched by the audience and 
sales marks it keeps chalking up every day. 


Scheduled in the “children’s hour,” it comes up as one of 
the top-rated juvenile shows on the screen; in other 
periods, it does just as well! In market after market, 
RAMAR’S pay-off audiences provide sales material for the 
station carrying this TPA feature. 


With Jon Hall available for commercials, RAMAR sells as 
divers a list of products as we’ve even seen: from candy 
bars (juvenile appeal) to gas and oil (juvenile appeal?). 


While this TPA property is smashing all distribution 
records (it was recently bought for over 35 markets in 
the South-East—one of the largest deals ever made in that 
area), good availabilities still remain. If you'd like to tie 
up with an amazing sales builder, get in touch with TPA 
—fast. 


Television Programs of America, Inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood: 6253 Hollywood Boulevard 
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Buyers (Cont'd from page 95) 


M. M. Winthrop, pres. 
4. WALTER THOMPSON COMPANY 
420 Lexington Avenue, N. Y., MUrray Hill 3-2000 


James O. Luce, Jayne Shannon, Anne Wright. 
Polly Allen, Joy Adragna, Joseph Barker, Lucien 
Chimene, Gordon Dewart, Paul Douglas. Bill 
Fothergill, Thomas Glynn, Sy Goldis, Mario 
Kircher, Frank Marshall, Peg McAulay, Andy 
Powell, Nancy Smith, Alice Wolf, Douglas Yates. 


Branch Offices 

6399 Wilshire Boulevard, Los Angeles 418, Calif. 
Eileen Henriquez. 

320 California Street, San Francisco, Calif. 
Frances Austin. 

220 Miracle Mile, Coral Gables, Fla. 

H. Eugene Austin, megr.; Kelly Martin, m. 


410 N. Michigan Avenue, Chicago, IlL., SUperior 
7-0303 


E. R. Fitzgerald, Robert Atwood, Sylvia Rut, 

Evelyn Harsma, Mary Kay Gidlay, Bernice 

McTaggart, Ellen Carlson, William Kennedy, 
V. Watson. 


535 Griswold Street, Detroit 26, Mich. 

W. Eldon Hazard, Winfield L. Holden. 
THWING & ALTMAN, INC. 

414 Madison Avenue, N. Y., MUrray Hill 8-0626 
Joe Gans, v.p. & r.-tv d. 

TOLLE CO. 

3553 Keltner Boulevard, San Diego 1, Calif. 
CHARLES TOMBRAS & ASSOCIATES 

Fidelity Bank Building, Knoxville 2, Tenn. 
Tom A. McMillan. 


ARTHUR TOWELL, INC. 

119 Monona Avenue, Madison 1, Wisc. 
TOWN ADVERTISING ASSOCIATES 

210 Main Street, Hackensack, N. J. 
William G. Irving, o.; Charles R. Beyer, a.e. 
TOWN CRIER AGENCY 

305 Wickham Building, Council Bluffs, Iowa 
D. H. Filbert and N. H. Filbert, Jr.. partners. 


TRACY, KENT & CO., INC. 

515 Madison Avenue, N. Y., ELdorade 5-1104 
Philip A. Baecker, tv d.; Jeff Walker and Frank 
Haas, a.e.’s. 

TRACY-LOCKE CO., INC. 

2501 Cedar Springs, Dallas, Texas 

Lawrence E. DuPont, r.-tv d. 

Branch Office 

2332 West Holcombe, Houston 25, Texas 

Clay W. Stephenson, Jr., exec. v.p. 

TRI-STATE ADVTG. CO., INC, 

1302 E. Center Street, Warsaw 1, Ind. 
TURNER ADVTG. AGENCY 

101 hn Ontario Street, Chicago 11, Ill., Michigan 


2-64 


~ a 


Karl L. Vehe. 


Cc. J. ULRICH & ASSOC. 


6674 Northwest Highway, Chicage 31, Ill., 
JUniper 8-6545 


Cc. J. Ulrich, o. 


= aa 


VAN AUKEN, RAGLAND & STEVENS 


326 W. Madison Street, Chicage 6, Il., FRank- 
lin 2-2910 


Virginia Caldwell, r.-tv t.b. 

VICTOR VAN DER LINDE COMPANY 

683 Fifth Avenue, N. Y., ELdorade 5-5185 
Victor van der Linde and Charlotte Rains, part- 
ners; Agnes Kingsley, gen. mer. 

VanSANT, DUGDALE & CO., INC. 

15 E. Fayette Street, Baltimore 2, Md. 

Robert V. Walsh, r.-tv d.; Evelyn K. Huttmann. 
M. BELMOT VER STANDIG, INC. 

1917 I Street, N.W., Washington 6, D. C. 
VICTOR & RICHARDS 

565 Fifth Avenue, N. Y., MUrray Hill 8-0420 
Victor D. Lindeman, Jr., Janet Murphy. 


CARLO VINTI ADVERTISING 
551 Fifth Avenue, N. ¥., MUrray Hill 2-8061 
Carlo Vinti; Joseph Vinti, a.e. 


IRWIN VLADIMIR & CO., INC, 

325 Lexington Avenue, N. Y., MUrray Hill 5-0750 
Andrew N. Viadimir. 

Branch Offices 

251 Kearny Street, San Francisco, Calif. 
Gordon Graham, v.p.; Jack Stevens, asst.; Joan 
Nicola, exec. asst. 

1 N. LaSalle Street, Chicago 2, Ill., ANdover 
5053 


3 


W. L. VOMACK, INC. 

1723 Jerome Avenue, Sheepshead Bay, Brooklyn 
35, N. Y¥., DEwey 2-1922- 23-24 

W. L. Vomack, Philip Laban, Ann Wiener. 


RRS Re 


GEOFFREY WADE ADVERTISING 

20 N. Wacker Drive, Ch.cago, IL, STate 2-7369 
David S. Williams. 

LOUIS E. WADE, INC, 

204 Paramount Building, Fort Wayne 2, Ind. 
Richard M. Katt, r.-tv d.; Louis E. Wade, pres.; 
Richard Morgan, Ed P. Wade. 

WADE ADVTG. AGENCY, INC. 

6381 Hollywood Boulevard, Hollywood 28, Calif. 
Snowden Hunt, Jr., a.e. 


WADSWORTH & WALKER, INC, 


517 Gerona Avenue, Coral Gables, Fla. (Mail: 
Box 466 Coconut Grove Sta., Miami 33, Fla.) 


Ralph K. Wadsworth, pres. 

Branch Office 

369 Lexington Avenue, MUrray Hill 5-6100 
HUGO WAGENSEIL & ASSOC. 

Talbott Building, Dayton 2, Ohie 

HAROLD C. WALKER ADVTG. 

Palace Building, Minneapolis 1, Minn, 


WALKER & DOWNING, GENERAL ADVTG. 
532 Oliver Building, Pittsburgh 22, Pa. 
Robert B. Stevens, r.-tv d.; William E. Burge, 
asst. r.-tv d. 

WALLACE-FERRY-HANLY CO. 

400 W. Madison Street, Chicago 6, Ill., FRank- 
lin 2-64410 

Blanche J. Slivka. 


WANK, LOUGEE, McDONALD & LEE 
425 Bush Street, San Francisco 8, Calif. 
Gale Rhea, m.d. 


MASON WARNER COMPANY, INC. 
221 N. LaSalle Street, Chicago 1, Ill, STate 


2-7550 


D. D. Warner, v.p. 

VIRGIL A. WARREN, ADVTG. 

Post Building, Spokane 1, Wash. 

Virgil A. Warren, o. & mgr.; Robert M. Show- 
acre, Robert M. Coons, Ralph Shotwell, all 
a.e.’s; Warner Leeds, r.-tv dept. head. 
WILLIAM WARREN, JACKSON & DELANEY 
45 West 45th Street, N. ¥., JUdsen 6-0350 
Harry Solow Jr., William W. Solow, S. P. Jack- 
son, all partners. 

WARWICK & LEGLER, INC. 

230 Park Avenue, N. Y., MUrray Hill 4-5800 
Joseph Hudack, Jerry Molfese; Harry Way, m.d. 
Branch Office 

2105 West Sth Street, Los Angeles 57, Calif. 
Joy Mallicoat, m.b. 


WATTS ADVERTISING AGENCY 
1134 Locust Street, St. Louis 1, Mo. 


WATTS, PAYNE-ADVTG., INC. 

900 S. Main Street, Tulsa 3, Okla. 

Branch Office 

Fidelity Union Life Building, Dallas 2, Texas 
TUCKER WAYNE & COMPANY 

1175 Peachtree Street N.E., Atlanta 5, Ga. 
Cc. C. Fuller, v.p. chge. m.; Anne Benton. 
WEAVER-GARDNER, INC. 

405 Oppenheim Building, St. Paul 1, Minn. 
Luther Weaver, pres.; Donald Gardner, v.p. 
WEHNER ADVTG. AGENCY 

800 Broad Street, Newark 2, N. J. 




















































































ARMAND 8. WEILL CO., INC. 

170 Franklin Street, Buffalo 2, N. Y. 

WEILL AND EBY, INCORPORATED 

170 Franklin Street, Buffale 2, N. Y. 

JoAnne Rebstock, m.b. 

MILTON WEINBERG ADVTG. CO. 

6523 Wilshire Boulevard, Los Angeles 48, Calif. 
Selma Solmann, Joel Stearns, Bobbie Carrillo. 
WILLIAM H. WEINTRAUB & CO., INC, 

488 Madison Avenue, N. Y., PLaza 1-0900 
Mary Dowling. 

WEISS & GELLER, INC. 

400 N. Michigan Avenue, Chicago, Hl., WHite- 
hall 3-2100 

Jack J. Bard, m.d.; William J. Stenson, chf. t.b.; 
Nora Marcus, Armella Selsor, Pat Kral. 

WEISS & GELLER, NEW YORK, INC. 

400 Madison Avenue, N. Y., PLaza 3-4070 

Max Tendrich, v.p. chge. m.; Eugene Brody; 
Jack Geller, asst. t.b. 

WAYNE WELCH, INC. 

800 West 9th Avenue, Denver 4, Colo. 
WELSH, HOLLANDER & COLEMAN ADYTG. 
350 South Alvarado Street, Los Angeles 57, Calif. 


Henry W. Welsh, o.; A. M. Hollander and Jerry 
Coleman, a.e.’s. 





WENDT ADVERTISING AGENCY 
Strain Building, Great Falls, Mont. 

W. E. Wendt. 

WENDT ADVERTISING AGENCY 
Spitzer Building, Toledo 4, Ohio 

JIM WERNER ADVERTISING 

1904 South 13th Street, Omaha 9, Neb. 


WESLEY ASSOCIATES 

247 Park Avenue, N. Y., ELdorado 5-2680 
Joseph Knap. 

WEST-MARQUIS, INC. 

1220 Wilshire Boulevard, Los Angeles 17, Calif, 
Branch Offices 

602 Pacific Avenue, Long Beach 12, Calif. 

785 Market Street, San Francisco 3, Calif. 

H. H. Marquis, v.p. & a.e. 

833 American Bank Building, Portland 5, Ore. 
1466 Dexter Horton Building, Seattle 4, Wash. 
Stuart Nicholson, v.p.; George Keeney, a.e. 


WESTERN ADVTG., AGENCY, INC. 

35 E. Wacker Drive, Chicago, Ill., ANdover 
3-2545 

F. W. Pain. 

Branch Office 

610 Wisconsin Avenue, Racine |, Wisc. 
Thomas B. Gilhooley, a.e.; Elsie Ancinec, sp. 
dept. 

WESTHEIMER & BLOCK 

The Chase Hotel, St. Louis 8, Mo. 

Rita Forrester, m.d. 


WESTON ADVERTISING AGENCY 
1426 Elm Street, Manchester, N. H. 
Edward G. de St. Aubin. 


THE WEXTON COMPANY, INC. 

Wexton Building, 11 East 47th Street, N. Y., 
MUrray Hill 8-4050 

Larry Schwartz, Allen A. Brinker. 


WHERRY, BAKER & TILDEN, INC. 
919 N. Michigan Avenue, Chicago, Ill., DEla- 
ware 7- 


Clifford Bolgard. 


CHAS, A. WHITE, JB. & CO. 
423 Walnut Street, Philadelphia 6, Pa. 
Chas. A. White, Jr., pres. 


WHITE ADVTG. AGENCY 

2010 S. Utica, Tulsa, Okla. 

L. E. ‘“‘Pete’”’ White, o.; Bruce D. Hall. 
Branch Offices 

6351 Selma Avenue, Hollywood, Calif. 
Stephen Olesiuk, Betty Newell. 

415 Commerce Exchange Buildi Oklal 
City, Okla. 

WHITE & SHUFORD ADVTG. 

500 El Paso National Bank Blidg., El Paso, Texas 
Connie M. Roberts, sp. & t.b. 

WILDRICK & MILLER 

630 Fifth Avenue, N. Y., JUdson 6-3310 
Richard Vorce. 
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WALTER WILEY ADVERTISING, INC. 

29 Pearl Street, N. ¥., BOwling Green 9-3582 
Dorothy F. Wiley, v.D. 

FRANK WILHELMS ADVTG. AGENCY 

5 Jayson Avenue, Pittsburgh 28, Pa. 


EDWIN BIRD WILSON, INC. 
52 Wall Street, N. Y., Digby 4-6780 
Milton E. Moore, a.e. 


WILSON, HAIGHT, WELCH & GROVER, INC. 
10 Allyn Street, Hartford 3, Conn, 

Branch Office 

220 East 42nd Street, N. Y., MUrray Hill 73-8780 
A. F. Calabro. 

THOMAS C. WILSON ADVTG. AGENCY 

33 E. Truckee River Lane, Reno, Nev. 


WINIUS-BRANDON COMPANY 

1706 Olive Street, St. Louis 1, Mo. 

Vernon L. Morelock, v.p. & r.-tv d.; Rosalie A. 
Pietuch, asst. r.-tv d. 

WITTE & BURDEN 

5757 Cass Avenue, Detroit 2, Mich. 
WOLFE-JICKLING-CONKEY, INC. 

327 John R. Street, Detroit 26, Mich. 

WOODARD & VOSS, INC. 

15 Elk Street, Albany, N. Y. 

Tedford L. Woodard, pres.; Philip Voss, treas.; 
Robert D. Fertig, a.e. 

TED WORKMAN ADVERTISING 

National City Building, Dallas 1, Texas 


WORTMAN, BARTON & SPOHN, INC, 

345 Madison Avenue, N. Y., MUrray Hill 4-5920 
Elbert B. M. Wortman, pres.; Hortense Essler, 
sp.b. 

WRIGHT ADVTG. AGENCY, INC. 

LaSalle Parkway, Pittsford, N. Y. 

Branch Office 

2042 Laurelei Avenue, San Jose 26, Calif. 


WYCKOFF & ADKINS, INC. 
140 Geary Street, San Francisco 8, Calif. 


es 


YAMBERT-PROCHNOW, INC. 
220 N. Canon Drive, Beverly Hills, Calif. 


YOUNG & RUBICAM, INC. 
285 Madison Avenue, N. Y., MUrray Hill 9-5000 


Warren Bahr, Kay Brown, Edwin Byrne, Thomas 
Comerford, Florence Dart, William Dollard, 
Seymour Drantch, John Flournoy, Frank Grady, 
Kirk Greiner, Lloyd Harris, John Henderson, 
Vance Hicks, George Hoffman, Arthur Jones, 
Joseph Lincoln, Thomas Lynch, A. B. Pratt, 
Lorraine Ruggiero, William McWalker, Russell 
Young, Fred Weiss, all m.b.’s. 


Branch Offices 
6253 Hollywood Boulevard, Hollywood 28, Calif. 
611 Wilshire Boulevard, Los Angeles 17, Calif. 


George K. Allison, m.d.; Julie Herrell, Reginald 
Spurr, Robert Welty, all m.b.’s. 


235 Montgomery Street, San Francisco 4, Calif. 
James R. McManus, r.-tv d. 


333 N. Michigan Avenue, Chicago, Ill., Financial 
6-0750 


Marian Reuter, Ruth Leach, Vera Taboloff, 
Peggy McGrath, Gustav Pfleger, Richard G. 
Stevens, Richard Anderson. 


645 Griswold Street, Detroit 26, Mich. 
YOUNT CO. 
12 East 10th Street, Erie 1, Pa. 


SR 


ZIMMER, KELLER & CALVERT, INC. 
28 Adams Avenue W., Detroit 21, Mich. 
THE ZLOWE COMPANY 
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sold on Madison Avenue in 
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sold through Headley-Reed 
offices in Chicago, Philadelphia, — 





Headley-Reed TV 


provides a nationwide cross-the-country 
sales organization — designed to serve and sell 
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TELEVISION AGE 


o other buy of recent months has 

been more closely watched than 
the Philip Morris spot campaign which 
began the first of this month. Using 
about 50 markets for a total of some 
300 spots weekly, the cigarette-maker’s 
agency, Biow-Beirn-Toigo, bought more 
than the projected minimum, even in 
larger markets. 

Nevertheless, the Philip Morris 
schedule is still fairly flexible because 
they did not get all they wanted. And 
there’s still some cushioning left in the 
initial appropriation to provide for bet- 
ter availabilities as they open up. 

The Philip Morris campaign, by the 
way, is based on a highly selective job 
of buying. Each spot has been con- 
sidered separately in terms of its ad- 
jacencies. This is in contrast to so- 
called “franchise” buying, where the 
agency picks a single time slot and 
buys it “across the board,” regardless 
of adjacencies. 

The Philip Morris’ changes in its 
current schedule therefore are expected 
over a period of time to result in expan- 
sion in the number of announcements. 
However, the market-by-market expan- 
sion of its list will depend, of course, 
on the sales reaction to its starting 
line-up. 

To look to the future, the next 
major use of spot is expected to 
come from the super-competitive, al- 
Lever 


Bros. has been testing new products in 


ways-on-watch soap industry. 


picked markets, can be expected to 
expand its spot usage as soon as these 
products justify it. If Lever follows its 
past techniques, it'll increase spot in- 
tensively until the product-introduction 
is completed. 


July 1955 


a four-week 
review of 
current activity 
in national 
spot tv 


Similarly, Procter & Gamble is get- 
ting more active in spot. Having re- 
vamped their white shortening, Fluffo, 
to a yellow-gold color, for example, 
they’ve been increasing its introductory 
schedule as Fluffo distribution in- 
creases. They have also been using 
some spot for Joy, placed from Chicago 
by Leo Burnett. 

But there are two even more impor- 
tant factors in the P&G set-up that bear 
watching. One, of course, is the fact 
that they have yet to reallocate the 
advertising chunk saved when they 
dropped their radio daytimers some 
weeks ago. But by far the most signifi- 
cant signal for an alert is that Procter 
& Gamble begins its new fiscal year 
July 1. The combined activity of Philip 
Morris and Procter & Gamble over the 
past two weeks has given summer spot 
a welcomed lift. 


AMERICAN HOME PRODUCTS, 
WHITEHALL DIVISION 


(Biow-Beirn-Toigo, Inc., N. Y.) 


The drug division is tv spot testing a new 
headache remedy in four or five markets. 

It is also about to test a new preparation. 
Al Sessions is the timebuyer. 





Isabel Ziegler, timebuyer at Biow- 
Beirn-Toigo, has set up the Philip 
Morris schedules. 








REPORT 


AMERICAN INSTITUTE OF MEN’S 
& BOYS’ WEAR, INC. 

(Batten, Barton, Durstine & Osborn, 
Ine., N. Y. 


The organization is setting up plans, 
through a series of regional meetings, 

for an industry-wide promotion drive 

A spokesman told TELEVISION AGE that 
“spot tv is very much in the thinking of 
the projected campaign.” However, nothing 
will be done before October of this 

year. Jock Elliott is the account 

executive and Lou Millot, media man 


AMERICAN MACHINE & FOUNDRY 


we 


(Fletcher D. Richards, Inc., N. Y.) 


For AMF Pinspotters, the company 
intends to go into some 10 major markets 
in the fall. James M. Kelly is the 
timebuyer. 


AMERICAN OIL CO. 
(The Joseph Katz Co., Baltimore) 


The oil company will sponsor the 
Washington Redskins professional football 
games this fall in the following stations 
and markets: WLOS-TV Asheville. 

WAGA Atlanta, WRDW Augusta, Ga., 
WBAL-TV Baltimore, WBTV Charlotte, 
WNOK Columbia, S. C.. WTVD Durham, 
WBTW Florence, WFMY-TV Greensboro, 
WGVL Greenville, WMBR Jacksonville, 
WTAR Norfolk, WTVR Richmond, WSLS-TV 
Roanoke, WTOC-TV Savannah WBOC-TV 
Salisbury, WMFD-TV Wilmington, N.C. 
and OP-TV Washington. There will be 
more stations added. Jean Mitchell is 

the timebuyer: 


ARMOUR & CO. 

(John W. Shaw Advertising, Inc., Chi- 
cago) 

One-minute spot announcements and 
participations on a 26-week basis have 

just started for Armour’s Flash Frozen 
Meats and Miss Wisconsin Cheese in 
Youngstown, Milwaukee, Providence, Phila- 
delphia, Louisville, Baltimore, Charlotte 
and Miami. This is an extension of the 
program reported in May Spot Report that 
had begun in Denver and Los Angeles 
Roberta Francis is the timebuyer 


B. C. REMEDY Co. 
(N. W. Ayer & Son, Inc., Phila. & 
N. Y.) 


The maker of B. C. pills will increase its 
schedules in the fall. Charles M. Wilds 
head timebuyer, is the contact 


BELL BRANDS FOOD, LTD. 


(McCann-Erickson, Inc., Los Angeles) 

The company is using three west coast 

markets in introducing its new products, 
(Continued on page 101) 
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OOP —CBS-TV in Atlanta 
Represented Nationally by * We’re shooting for Au- 
the KATZ AGENCY, Inc. gust 1 to put our 1100 
Tom Harker, V.P. and Nat'l Sales Director, 118 E. 57th St., New York 22 foot tower in operation. 


Bob Wood, Midwest National Sales Manager, 230 N. Michigan Ave., Chicago 
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Spot (Continued from page 99) 


barbecue-flavored 


tato chips and corn 
chips. Mary Cain 


the contact. 

BROWN & WILLIAMSON TOBACCO 
CORP. 

(Ted Bates & Co., Inc., N. Y.) 


The cigarette company, one of the biggest 
tv s — has — okayed budget to 


continue hea spot cam) for Viceroy 
= Kool. William x. t the time- d 
uyer. 


BUITONI MACARONI CORP. 
(J. Walter Thompson Co., N. Y.) 


As mentioned last month, the agency just 
is petting started with the account. 
Nothing definite at this point, but 

plans seem to be heading toward a spot 
campaign for the fall in which 





Distaff Side 

In + letter to TELEVISION AGE, 
Kudner Agency’s veteran time- 
buyer, Linnea Nelson, had this to 
say about women timebuyers: 

“Over the years I’ve had many 
women in the business end of 
television talk to me about their 
efforts either to get into, or make 
progress in, the field of timebuy- 
ing. All of them invariably ex- 
press the opinion that there are 
no openings for women—that 
everyone wants a man timebuyer. 
I have felt that often these very 
women were scuttling their own 
futures by spending too much 
time thinking about themselves 
as women competing with men, 





rather than concentrating on 
their own abilities as individuals = 
and each making a sincere effort 
to be a person of intelligence and 
vision. 

“The Spot Report listing in - 
your June issue is therefore well 
worth looking at from this angle. 
You list 70 accounts, of which 58 
show the name of the official 
timebuyer (the other 12 show a 
contact other than the time- 
buyer). The names of 21 women 
are listed as buying time on 30 
accounts and the names of 25 
men on 28 accounts. 

“Does this look like any real 
discrimination against women? 
It looks as though agencies are 
well aware that these women are 
doing a good job. I’m not going 
to listen to any more conversa- 
tions on the subject!” 











participations in daytime women's shows 
will mostly be used. Mario Kircher is 
the timebuyer. 


BULOVA WATCH CO. 
(McCann-Erickson, Inc., N. Y.) 


The watch company is now in the midst 

of a special co-op spot campaign featuring 
Bob Hope, which is a tie-in with the 
comedian’s new Paramount release, The 
Seven Little Foys. Two-minute, one-minute 
and 20-second films are available to 
dealers, each of them presenting Bob Hope 
in a skit written especially for Bulova. The 
campaign is already set in close to 100 
markets and is expected to reach 150. : 
Starting around June 20, this campaign will 
last 13 weeks and is timed with the 
showing of the picture in each market. In 
some instances, the spots will be shown 
four or five times during the 13-week 
period, in others as much as two or three 
a week. Terence Clyne is the contact 

at the agency, Norman Gladney at Bulova 


CARRIER CORP. 

(N. W. Ayer & Son, Inc., Phila. & 
N. Y.) 

Put this air conditioning firm ome - ry . 
pt Ae ae te Wide. head aa 
is the contact. 


CALIFORNIA WINE ASSOCIATION 
(McCann-Erickson, Inc., 

San Francisco) 

The company is now making singing 
commercials created by Song Ads of : 
Hollywood for its new Eleven Cellers wine, 
Vino Fino. The plan is to start a heavy 
saturation campaign regionally and then to 
expand into national coverage. Alden S. 
Nye, tv and radio director, is the contact. 


CAMEO CURTAINS, INC. 
(Friend-Reiss Advertising, N. Y.) 


In addition to its use of NBC's 

Home, Cameo is considering tv spot 

in non-Home markets for the fall. 

Ed Ratner, tv and radio director, is the 
contact. 


COCA-COLA CO. 
(Local Bottling Companies) 


The company’s 1,100 local bottlers (all but 30 
of whom are franchised) may turn out to 
be in toto the largest users of spot tv 

(on the local rate) for the coming year. 
As reported in March Spot Report, 
Coca-Cola is introducing three new-sized 
bottles, the 10-, 12-ounce “kingsize” and 
the 26-ounce “family siz:.’"" Some 100 
bottlers already are usiig one of these 

new sizes and several hundred more 


use one of . 
spokesman told TELEVISION AGE: 
“Wherever there is a market with a 

tv station and a bottler introducing the 
new size containers, spot tv will get 
business (on a co-op basis).”” Markets 

in which tv spot has already started, or 

is just about to, include: Cleveland, 
Cincinnati, Youngstown, Syracuse, Water- 
town, Binghamton, Altoona, Philadelphia, 
Pittsburgh, Pa., Charlotte, Dallas-Ft. 
Worth, Portland, Me., Salt Lake aE, 

San Diego, Sacramento, Spokane, Tacoma 
and Portland, Ore. 

In most-instances, certainly in the 


This is because a bottler 

will begin using either one of the other of 
the 10- or 12-ounce, or the 26-ounce. After 
one has been introduced, the bottler 

will then start in with the other size 
container. In Chicago, for instance, 

the kingsize 10-ounce was begun in 

April and now the Windy City bottler is 
ready to present (using tv spot) the family 
size bottle. 


COTT BEVERAGE CORP. 
(John C. Dowd, Inc., Boston) 


Cott is out with a new soft drink, 

Quiky, a carbonated blend of grapefruit 
and lemon. Tv spot will get some play 

in Connecticut markets. William Monaghan 
is the timebuyer. 


E. F. DREW & CO. 
(MacManus, John & Adams, Inc., N.Y.) 


The company now has spot schedules for 
Trinut, an oleomargerine, in New Haven, 
Hartford, Providence and Springfield, 

Mass. It is going into Boston next and 
soon will be looking for good time— 

A time and one-minute participations in 





Charles M. Wilds, head timebuyer at 
N. W. Ayer, handling six spot-active 
accounts. 


women’s shows—in other eastern markets 
As distribution is set up in the rest of the 
country, tv spot is a good possibility 
Dorothy Hanley is the timebuyer 


EASTERN AIRLINES, INC. 
(Fletcher D. Richards, Inc., N. Y.) 
Sometime in the early fall, Eastern will be 
introducing its new flagship, a DC7B, 


via tv spot on its airline routes. James 
M. Kelly is the timebuyer. 


EASTMAN KODAK CoO. 

(J. Walter Thompson Co., N. Y.) 

The development at Eastman seems to be 
towards tv roe (In any case, Eastman 
has shelved thinking about a network 
show.) The company will either buy one 
of the already developed film properties 

or get together with a syndicator and come 
up with its own film series. Frank Marshall 
is the timebuyer. 


FALSTAFF BREWING CO. 
(Dancer-Fitzgerald-Sample, N. Y.) 

As suggested in June Spot Report this beer 
company will sponsor the Screen Gems 
property to be called Falstaff Celebrity 
Theatre in over 40 markets beginning in 
mid-October. James Neville is the timebuyer 


FLORISTS’ TELEGRAPH DELIVERY 
ASSOC. 


(Grant Advertising, Inc., N. Y.) 


At press time, agency was presenting 
overall advertising plan for client's 
approval. A healthy spot tv campaign 
was included. Thomas J. Ellis, media 
director, is the contact. 


GENERAL ELECTRIC CO., MAJOR 


APPLIANCES DIVISION 

(Young & Rubicam, Inc., N. Y.) 

The division is using a tv spot schedule on 
two stations in New York. It’s still too 
early to tell definitely, but expansion is a 
good possibility for the future. Tom 

Lynch is the timebuyer. 


GLAMUR PRODUCTS, INC. 
(Ettinger Advertising Agency, N. Y.) 
As predicted in June Spot Report, the 
maker of Easy Glamur Rug and Upholstery 
Cleaner has begun its expansion of tv 
spot in New Haven. It is currently running 
on WNHC-TV five one-minute announce- 
ments per week. Glamur has also renewed 
its schedule in New York. Seth Diamond, 
media director, is the timebuyer. 


GLASS CONTAINER MFG. 
TUTE 
(Kenyon & Eckhardt, Inc., N. Y.) 


The organization is currently 
in NBC’s Home and also has one spot 
schedule in Washington, D. C. Both 


(Continued on page 102) 
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Spot (Continued from page 101) 


of these will be over in July. In 

the fall the Institute will come back 

to Home and, although at this time 

plans are not definite, there is a 

i chance for some spot to be used. 
obert Shirey, account executive, is the 

contact. 


HEIDELBERG BREWING CO. 
(MacFarland, Aveyard & Co., Chicago) 


Newest addition to Heidelberg’s coverage in 
the Pacific Northwest area is a weekly 
hour wrestling show in Portland, _ ~ 
begin July 


15. The beer compeny alse ay = 


currently s) thi serie g Official 
the St Im ee in Seattle, Eugene, 


Idaho F: kane and Yakima; and NBC 
Film's Life’ a Riley in Medford. Beverly 
Hicks is the timebuyer. 


KNOUSE FOODS COOPERATIVE, 
INC. 

(N. W. Ayer & Son, Ince., Phila. & 
N. Y.) 


The company will return to spot tv_with 

an announcement schedule in the fall. Last 
fall it used markets in New York State. 
These will be used again, but there is 

also a good chance that othe: markets will 
be added. Charles M. Wilds, ead 
timebuyer, is the contact. 


LAMBERT PHARMACAL CO. 
(Lambert & Feasley, Inc., N. Y.) 


Lambert dropped its co-sponsorship of 

the ABC network show, Ozzie and Harriet. 
A tv spot campaign is now in the works. 
It will schedule on the west coast and 

at least two major eastern markets for 
Listerine and Antizyme toothpaste. 

William B. Hinman is the timebuyer. 


LEVER BROS. CO. 
(Foote, Cone & Belding, N. Y.) 


The company introduced its new Imperial 





Tom Tilson, new timebuyer at Ted 
Bates on Standard Brands and CBS- 


Columbia accounts. 


Margarine in the Binghamton and Syracuse 
markets with a heevy tv spot schedule. 
(See June Spot Report.) The test was very 
successful and the company will most 
likely initiate an expanded spot schedule 
this fall. And, Shield, an antibiotic, which 
is being tested in Binghamton, should also 
be ready for increased tv spot come 
September. Arthur Pardoll, director of 
broadcast media, is the contact. 


LEVER BROS. CO. 
(Ogilvy, Benson & Mather, Inc., N. Y.) 


In the middle of May Lever added two 

test markets, Memphis and Grand Rapids- 
Kalamazoo, to the two reported in May 
Spot Report, for its bar soap, Dove. The 
reaction to the tests can be described 
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as “excellent.” Therefore, it’s most 
likely that, following the Lever pattern, 
more markets will be added, one by one, 
until Dove gets into national’ 

distribution. Ann Janowicz is the 
timebuyer. 


LEVOLOR LORENTZEN, INC. 
(Friend, Reiss Advertising, N. Y.) 


The maker of venetian blind 
parts feels it has made enough of a name 
= its sponsorship of its own program 

see TELEVISION AGE, October 1954), 
that for the fall it is considering buying one- 
minute spots in evening feature film 
programs. Ed Ratner, tv and radio director, 
is the contact. 


GEORGE W. LUFT CO., INC. 


(Warwick & Legler, Inc., N. Y.) 


For Tangee Beauty Preparations, the 
compa is in the process of considering 
a tv spot campagin. Jerry Molfese is the 
timebuyer. 


THE MARYLAND 
PHARMACEUTICAL CO. 

(The Joseph Katz Co., Balitmore) 

The maker of Rem & Rel are heavy radio 
spot users. But there is a possibility that 
some spot tv will be used in the upcoming 
October-to-March campaign. Jean 

Mitchell is the timebuyer. 


MELVILLE SHOE CORP. 
(Ogilvy, Benson & Mather, Inc., N. Y.) 


The maker of Thom McAn shoes will be 
in six markets in the fall, buying time 
around sport shows. Martin Kane is the 
timebuyer. 


M. J. B. CO. 
(Batten, Barton, Durstine & Osborn, 
Inc., San Francisco) 


The coffee maker is going to start a 
schedule of one-minute announcements 
shortly. The first market to be used will be 
Los Angeles. _ Betty Share is the timebuyer. 
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Storer Broadcasting Company 
TOM HARKER, NAT. SALES DIR, 118 E. 57th STREET, NEW YORK 


home of WSP D 


where client service is a reality... 


Based on their knowledge of station activity, 
62 leading advertisers, 102 top agency execu- 
tives, and leading film distributors and film 
producers, rated WSPD in the top ten stations, 
in the recent BILLBOARD MAGAZINE’s 17th 
annual promotion competition. 


@ Best job of audience promotion for TV film 
programs (markets 200,000-500,000—6th 


@ Best job of sales promotion for TV film pro- 
grams (markets 200,000-500,000—7th in 


Your advertising campaign is assured of this 
same fine support on WSPD radio and tele- 
vision, for 34 years the voice of Northwestern 
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P-— TELEVISION 


ap TOLEDO, OHIO 





Represented Nationally 
by KATZ 














Martin Kane, Ogilvy, Benson & Mather 
timebuyer active with Melville Shoe, 
Helena Rubinstein and Schweppes. 


PHILIP MORRIS, INC. 
(Biow-Beirn-T oigo, Inc., N. Y.) 
The cigarette company has completed its 
schedules in all of the 50 markets listed 
in June Spot Report. Though the PM plan 
is to see what happens in these selected 
markets before any adding or altering 
takes place, a spokesman at the agency 
emphasized that the door is not closed 
either to any improvement in the present 
schedule or to any station not included 
in the current lineup that can come through 
with a good buy for PM. The company 
followed the pattern spelled out in last 
month’s report of using mostly 20’s and 
ID’s, two-thirds of which were placed in 
nighttime. Though a minimum frequency 
was pre-set for each individual market, 
in almost all cases, PM bought more than 
— minimum. Isabel Ziebler is the time- 
uyer. 


NATIONAL CARBON CO. 
(William Esty & Co., N. Y.) 


The spring spot campaign the company used 
for its new “Eveready” No. 950 leak- 

proof battery ended in April. (See 

Feb. Spot Report.) National Carbon will 
start a continuing campaign in the fall, 
using one-minute and 20-second cartoon 
animations based on Eveready’s “Critical 
Moments” theme. Frank Mahan is the 
timebuyer. 


NATIONAL PAPER CORP. OF PA. 
(Hilton & Riggio, Inc., N. Y.) 


In September the company will be setting 
up an eight-week saturation cam a in 
nine major markets for Swanee 

Products. It will be spending from 3 00 to 
1,000 a week in these markets, using 
0-second film and will try to land as 
many nighttimes as possible. Maria 
Carayas, media director, is the timebuyer. 


OHIO OIL CO. 


(N. W. Ayer & Son, Inc., Phila. & 
B.. 2.) 


The company has expanded its spot 
coverage to 15 markets. Ohio uses the 
MCA film series Man Behind the Badge 
in these markets. In addition, in some of 
these areas, it has an announcement 
schedule. The company will continue its 
spot campaign in the fall. Charles M. Wilds, 
head timebuyer, is the contact. 


OPTICAL PRODUCTS CORP. 
(Jack P. Felton Adv., N. Y.) 


The company is about to come out with 
its new frames for ladies’ eye-glasses 
called “Solitaire.” It is now in the process 
of sending supplies to more than 

29,000 dealers throughout the country. If 
the dealers, a company spokesman pointed 
out, are as enthusiastic about the new 
frames as some 150 jobvers were, the 
company will proceed to carry through an 
all-media co-op campaign in which tv spot 
will play an important part. Jack P. Felton 
is the contact. 


PABST BREWING CO. 

(Warwick & Legler, Inc., N. Y.) 
This beer company’s use of tv spot 
depends on getting the ABC- TV network 
coverage of the Wednesday night fights 
squared away. The recent network switch 
(from CBS Television) has brought 


about delay in completing the station 

eup. As of press date the fights are 
carried on 80 stations. The agency believes 
it will end up with around 90 and expects 
to have full schedule comppeted by this fall. 
At that time, Pabst will necessary, 
—— its coverage with spot. 

mpany is using at present cut- ins in some 

waar ets for Pabst’s Tap-a-Cola. Here, 
too, once the network lineup is set, the 
company will use a regular routine for 
cut-ins. Joe Hudach is the timebuyer. 


PAPER-MATE PEN CO., INC. 
(Foote, Cone & Belding, N. Y.) 


As reported in June Spot Report 
Paper-Mate is expanding its tv schedule. 
In fact, the increase is a very substantial 
one. The agency is now‘ buying in basic 
markets in what is described as “a 
continuing campaign.” Penny Simmons is 
the timebuyer. 


DR. PEPPER CO. 

(Grant Advertising, Inc., Chicago) 

There’s been additional tv spot activity 

(see Spot Report, Feb. and March 

resulting from the recent introduction of 
r. Pepper in cans to the four-state area 


in the southwest. Saturation schedules 
utilizing minutes and 20’s were 
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paced during the first three weeks. 
ed Norman is timebuyer. 


PERKINS PRODUCTS CO., 
SUBSIDIARY OF GENERAL FOODS 
CORP. 

(Foote, Cone & Belding, Chicago) 

whe maker of Weise & now using ma 
The conegule — gb LAR | mid- _ 
August. Genevieve Lemper is the timebuyer 


THE PHARMA-CRAFT CORP., INC. 
(J. Walter Thompson Co., N. Y.) 
For its Fresh Deodorant, the company 
bay in early June a 17-week “copy test” 
bile and Knoxville. It is using both 
ow and night times and 20’s and minutes. 
Ag 


ood possibility that the schedule will be 
expanded. Mario Kircher is the timebuyer. 


PHILLIPS PETROLEUM CO. 

(Lambert & Feasley, Inc., N. Y.) 

The oil company has recently purchased 

a few more markets using the Ziv series 

I Led Three Lives. It is now sponsoring 

the film in 40 markets and hopes to buy 

more. William B. Hinman is the timebuyer. 
(Continued on page 104) 


the | surprise 





tv Film show 
of the year 


CHILDREN 


with that 





with the ratings and 


sales results as proof positive 





RO 


... rated EIGHTH in the nation’s TOP 
TELEVISION PROGRAMS*... 
adventure, thrilling suspense and breathtaking 
drama of the greatest historic events wrapped 

into a supercharged package of startling science 
fiction reality . . . 


The Exciting 


FAMILY ENTERTAIN 


MENT endorsed by leading educators— 
Applauded by Sponsors and Stations. 


Open—NATIONALLY or REGIONALLY or SPOT MARKET 
phone — wire — write ... NOW! 











Spot (Continued from page 103) 


POULTRY PRODUCERS OF 
CENTRAL CALIFORNIA 

(Botsford, Constantine & Gardner, San 
Francisco) 


The company is currently running a 
schedule of "s on the three San 

Francisco stations. The schedule will be 
increased in September. Mary Ferriter is 
the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 


The company started giving booster shots 

via spot to Crisco in 30 markets using 

20's in nighttimes. Graham Hay, newly ap- 
inted assistant account executive, 

s the contact. 


PUREX CORP., LTD. 
(McCann-Erickson, Inc., N. Y.) 


The 13-week schedule for Purex Bleach, 
which was reported in April's Spot Report, 


was cut off in the beginning of June, 

two weeks before its expiration date. 

However, the company is beginning around 
uly 4 another 13-week schedule of mostly 
da es in some 70 markets. Frances 
Velthu ays is the timebuyer. 


REGINA TRADING CORP. 
(Ralph D. Gardner Advertising, N.Y.) 


Regina is nentiing national distribution 
in this = Soups of France 
To introduce th the nexpensive soup 
which comes in packets of aluminum foil 
and the more costly canned soup, the 
agency is looking for a combination of live 
yp? so png in daytime. The 
slated to start in mid- 

r in yoy oe New York and 
New England. As distribution areas are 
set up, tv spot Eee should follow. 

e next market hicago. The agency 
hopes to have a film commercial ready for 
use when its campaign begins. Ralph D. 
Gardner, agency head, is the contact. 


REVLON PRODUCTS CORP. 


(William H. Weintraub Co., Inc., N. Y.) 


The company is in the midst of test 
cam for Silicaire, a medicated hand 
lotion, Austin, Texas and Binghamton. 
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national 
advertising 
representatives ... 
with 11 
offices from 
coast to coast 








Dorothy Hanley, MacManus, John & 
Adams timebuyer, handling E.F .Drew’s 


Trinut schedules. 


The test phase will be over in the middle of 
August, after which a larger scale 
campaign is most likely. Mary Dowling 
is the timebuyer. 


RICHFIELD OIL CORP. 
(Hixson & Jorgensen, Inc., Los Angeles) 
Richfield will be starting the MCA-TV 

film series, Mayor of the Town, in west 
coast markets sometime in the fall. The film 
will be spotted first in California markets, 
then the rest of the west coast area to 
follow. Harriett M. Weigand is the 
timebuyer. 


HELENA RUBINSTEIN, INC. 
(Ogilvy, Benson & Mather, Inc., N. Y.) 


The maker of beauty preparations will 
return to tv spot in the fall after a summer 
cutback. Martin Kane is the timebuyer. 


JACOB RUPPERT BREWERY 
(Biow-Beirn-T oigo, Inc., N. Y.) 

The maker of Ruppert and Knickerbocker 
beer is switching the schedules in its 

15 markets so that only ID’s will be used. 
It was using 20’s and some minutes. 

Al Sessions is the timebuyer. 


SAFEWAY STORES, INC., WHITNEY 
FROZEN FOODS DIVISION 

(Weiner, Ohleyer, Reynolds & Baker, 
San Francisco) 


For Bel-Air Frozen Foods, the division 
tested five-sequence one- -minute cartoon 
films in Washington, D. C. (See May Spot 
Report.) More of these films have just 
been completed and they will be used 

by several other Safeway divisions. Willard 
S. Anderson is the timebuyer. 


SALES BUILDERS, INC. 
(Doyle Dane Bernbach, Inc., N. Y.) 


The maker of Max Factor cosmetics is 
starting an all-media promotion campaign 
for Red Tape lipstick. e company 

is now in the process of creating 

the commercials for the campaign. One- 
minutes and 20’s will be used for 

spot tv, the extent of the spot schedules 
has not yet been definitely decided. 

Nina Flinn is the timebuyer. 


SAN FRANCISCO BREWING CORP. 


(Batten, Barton, Durstine & Osborn, 
Inc., San Francisco) 


The maker of Burgermeister Beer will be 
Sens © the 17 professional football 

| moa to be played by the San Francisco 
9S’ers and the Los Angeles Rams over 
ABC-TV’s Western regional network. How- 
ever, an agency spokesman indicated the 
possibility of the beer company’s co-spon- 
soring via spot a half-hour re-creation of 
the —, which is what the company 

did t year. Betty Share is the timebuyer. 


SCHWEPPES (U.S. A.) LTD. 
(Ogilvy, Benson & Mather, Inc., N. Y.) 
The British company will be usimg tv spot 


during the summer for Quinine Water. 
Martin Kane is the timebuyer. 


SHELL OIL CO. 


(J. Walter Thompson Co., 
Francisco) 


N. Y. & San 








The company’s use of television is only in 
spot. This year’s expenditure for tv is up 
considerably. Since y it has — in 
Portland, orfolk, Tampa, Memp! 
Cleveland, Cham: saign and Schenectady. 
Shell is now in markets, 24 are handled 
from New York, four from San Francisco. 
Currently under review by the a aos 
and the company are the schi les in 
Boston, Providence, Hartford, Worcester, 
Roanoke, Columbia, S. ‘oledo, 
Chicago, Milwaukee, Indianapolis, St. Louis, 
Chattanooga and Houston. These markets 
may be renewed, stepped up or, 
possibly, cut out. However, the compan 
might add some 20 new markets to its 
list during the coming year. Shell prefers, 
in order, local news shows, weather shows, 
and sports all in five-minute segmen 
When these are not available it will run 
20-second and one-minute announcement 
schedules. Shell also likes the show 
gerennadty to deliver its live commercials. 
Barker is the timebuyer in New York, 
Frances Austin in San Francisco. 


SINGER SEWING MACHINE Co. 
(Young & Rubicam, Inc., N. Y.) 


Singer sponsors Four-Star Playhouse on 
104 stations over CBS Television network. 
But they do supplement these with spot 
schedules, at present having announcements 
on 10 stations. Spot activity is always 
changing, as stations acquire or lose CBS 
affiliation or as good time slots open on the 
network, since Singer uses spot to fill 

and amend its network schedule. 

A. B. Pratt is the timebuyer. 


SUSPEND-IT 
(Bennett & Co., Inc., Atlanta) 


This is a new product which makes water 
“wet” in areas where the lime content in 
the water is high. A tv spot test will be 
made shortly in Atlanta, then in Florida. 
Following these, in areas where such a 
product is needed. Leon L. Bennett, agency 
president, is the contact. 


(Continued on page 106) 











30-Second Spot 


wtJ-Tv Milwaukee started 
something new July 1—the 30- 
second spot announcement. Ac- 
tually the time will be about 28 
seconds, allowing two seconds for 
a station ID. More than a third 
longer than the standard 20-sec- 
ond announcement, it will offer 
advertisers, station executives ex- 
plain, an opportunity to get across 
a longer message, will eliminate 
double spotting between pro- 
grams and reduce the number of 
separate commercials. General 
Manager Walter Damm suggests 
that the new station break classi- 
fication might point the way for 
a general industry-wide “clean- 
up” effort. Price will be $300, 
Class A, as compared to $200 
for 20 seconds and $80 for an ID. 











KCCC-TV 


Pp S WE WILL PAY FOR A COLLECT CALL TO ANY SERVICEMAN WHO WILL GIVE YOU 
. pd Ri aaa ON THE RECEPTION OF KCCC-TV IN COMPARISON TO THE 


p P S FOR FURTHER PROOF SEE THE MAY PULSE JUST OUT, THEN CALL WEED & 


COMPANY FOR AVAILABILITIES. 
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COVERAGE 
UYU 





° 


© On the air 18 months with Shreve- 
port’s only EXPERIENCE TV staff 


© PROVEN TV audience domination— 
88% daytime, 87% nighttime* 


© Over 85,000 sets now in use 


© Affiliated with CBS and ABC 


THIS FALL 


FULL POWER 
316 KW....1200FT. Tower 


Telecasting to 1,178,450 
people with a spendable 
income of $1,275,069,000. 
See Your Raymer Man for 
full details 





* Shreveport Telepulse January 23-29, 1955 





SHREVEPORT, LOUISIANA 
Paul H. Raymer Co., Inc. 
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WACO-TEMPLE 


WITH 


KCEN-TV 
Chaunel{e} 


AFFILIATE 





@ Established audience since Nov. 1, 1953 

e@ Maximum power 100,000 watts 

e Full-time operation 

@ Only VHF station with network facilities 

@ The ONE station BUY in the RICH 
responsive 


WACO-TEMPLE 


Cover all the 


CENTRAL 





KCEN-TV 


TEMPLE, TEXAS 
Offices: P 


Genera 
Studios and Transmitter at 
Between Temp 

WACO OFFICE 
506-7 Professiona 
TWX: Eddy No. 8486 


Bidg 
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Spot (Continued from page 105) 


SWIFT & CO. 
(McCann-Erickson, Inc., Chicago) 


The company has a new product, a quick- 
frozen, southern-fried chicken. Local _ 
dealers have been carrying the advertising 
for the product so far. When production 

of the new Swift item is stepped up 
sufficiently so that it will be sold on a _ 
ntaional basis, the company will step into 
the ad picture. There is a good chance that 
tv spot will get the first crack. John 

Cole is the timebuyer. 

A daytime spot, campaign for Swift ice 
creams is scheduled in epgvensmasel 25 
major markets. Esther Anderson is the 
timebuyer. 


TWENTIETH CENTURY FOX FILM 
CORP. 


(Charles Schlaifer & Co., N. Y.) 


Slated to get tv spot promotion in key 
cities are upcoming releases including The 
Tall Men, The Left Hand of God, House 

of Bamboo, How to be Very, Very Popular 
and The Virgin Queen. Christy Wilbert, vice 
president and account executive, is the 
contact. 


UNITED AIR LINES 


(N. W. Ayer & Son, Ince., 
N. ¥.) 


United starts a spot schedule in Los 
Angeles around the beginning of July. 
Chances are good for more to follow in 
other markets. Charles M. Wilds, head time- 
buyer, is the contact. 


U. S. RUBBER CO. 
(Fletcher D. Richards Co., N. Y.) 


— Footwear Division started a big spot 
ca ign in May but it is still picking up 
an ets. The company is buying one-minute 
pa tions in, and announcements 

round, kid shows and also sports and 
en programs. Emphasis in the late 
summer weeks will be on the “back to 
school” campaign for children’s shoes. U. S 
Tires will be busy with tv spot schedules 
on a co-op basis until November. James 
M. Kelly is the timebuyer. 


THE WATERMAN PEN CO., 
(Fletcher D. Richards, Inc., 


bw m company will have a tv spot 

ule in about 20 markets starting 
is ro 3 before and continuing through 
Christmas. James M. Kelly is the timebuyer. 


— F. WHITMAN & SON, 


. 


Phila. & 


INC. 
ee 


(N. W. Ayer 
N. Y.) 


The candy maker is pine ready to dip 
into spot tv in the fall. Charles M. Wilds, 
head timebuyer, is the contact. 


J. B. WILLIAMS CO. 


(J. Walter Thompson Co., N. Y.) 


The company, which just finished a 
campaign for Skol, a sun tan lotion, in five 
markets (see June Spot Report), is starting 
another schedule for its "Lectric Shave 
lotion in around 20 markets. Gordon Dewart 
is the timebuyer. 


& Son, Inc., Phila. & 





e ” 
Al Sessions, timebuyer at Biow-Beirn- 
Toigo, planning for American Home 
Products and Ruppert. 








NOW AVAILABLE 


Three-ring, leather 
binder for the 


Television Age 


SPOT REPORTS 





You will now be able to keep these 
important SPOT REPORTS in 
your own binder — at your elbow 
for quick reference. The SPOT 
REPORT is an important review 
and preview of spot activity that 
can mean business for you. Here 
are some comments on the SPOT 


REPORT: 


The SPOT REPORT is very informative. 
In capsule form, it - us up to date 
on tv spot activities. With time so lim- 
ited, it certainly is a welcome feature. 
Artuur ParDOoLi 
Director of Broadcast Media 
Foote, Cone & BELpING 


Each month I look your SPOT RE- 
PORT over very carefully. 
Douctas H. Hum, Timebuyer 
Cuartes W. Hoyt Co., Inc. 


I read SPOT REPORT because it helps 
me get a picture of the trend in spot 
activity. 
Ann Janowicz, Timebuyer 
Ocitvy, Benson & Martner, Inc. 


Keeping fully abreast of competitive 
development in spot TV is almost an 
impossible task. The constant change 
in trends, practices, standards, etc., af- 
fects the planning and strategy of all 
advertisers. It is a definite aid to have 
a regular source of current happenings 
in spot TV which TELEVISION AGE 
is now providing. 

Frank Minenan, Director of Media 

SuLuivan, Staurrer, CoLWELt 

& Baytes, Inc. 


The SPOT REPORT is a must with me. 
Rececre ScHEUBEL 
Reccie ScHeuser, Inc. 


Television Age 
444 Madison Avenue, New York, N. Y. 


Please send me... . . binders at $2.00 each. 
Name: 


Address: 


[| check enclosed 















Vice President, Walter Ha olf, Division 





of Wilson Sporting Goods Company, says: 


“To me, the most significant characteristic 
of the Grand Rapids area — is growth. 
That characteristic was evident when we 
established our business here in 1939. 

It is just as evident today in every economic 
direction. WOOD-TV is the natural 
outcome of this sound, area development... 
and will be a potent factor in its 
continuance.” 








In growth — Walter Hagen Golf is a typical estimated $200,000,000* in Western Michi- 


Grand Rapids industry. Production has in- 
creased to approximately half a million clubs 
a year. In golf — it’s unique. Walter Hagen 
equipment is sold only by golf professionals. 
It’s made by golfers, too! But that’s not sur- 
prising in WOODland-TV ...an area famous 
for fine courses. 

In summer, WOODIanders share the fairways 
with millions of tourists — who spend an 


*U.S. Department of Commerce 


WwoobD- 


gan annually. Retail sales skyrocket — in 
the primary Grand Rapids area; in Muske- 
gon, Battle Creek, Lansing and Kalamazoo. 
And this rich market is all yours, with 
WOOD.-TV — first station in the country to 
deliver 316,000 watts from a tower 1000’ 
above average terrain. For top coverage of 
Western Michigan — select WOOD-TV — 
Grand Rapids’ only television station! 


TV 








GRAND RAPIDS, MICHIGAN 





aT 


GRANDWOOD BROADCASTING COMPANY e NBC, BASIC; ABC, CBS, DUMONT, SUPPLEMENTARY ¢ ASSOCIATED WITH WFBM-AM AND 


zZ AGENCY 


TV, INDIANAPOLIS, IND. e WFDF, FLINT, MICH., WEOA, EVANSVILLE, IND. e WOOD-AM, WOOD-TV,. REPRESENTED BY KAT2 
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Biscuit ec. : = 
dJuhilee ae: S pipatinematn | (see footnote) 
Bob ; | . (L) 
4 ; Pantomine | Midwestern i 
ummings Ozzie & i | i America’s he — Toast Of 
Show Harriet <L) | Regal Greatest ” 
R. J. Jotpoint Div. | The Town 
ate Gen. Foods | Bands 
feynolds | Brewing & Colgate 
—_——_+——- —- ——-- + —____—_— —__—{b)_ Variety 
Co-op . ye The Lincoln Wr iXy 
Treasury P&G Dunninger re 
limax— en In Riley (F) Nestle Co. Show en 
hi Action Reynolds (L) 
ra Chevrolet Pr 2 H. Bishop 
(L) (alt. weeks) 
“hrysler Greatest q Two For ‘eal G. E. 
Corp. Playhouse The Money Mus-ea Theatre 
Theilis of | Of Stars (FD Am. Cig. & (L) ry ry (F) Television 
1954-55 Cigar Co., P. Lorillard (L) $.0.S. General Playhouse 
(F) Sopains Simoniz Co. Co. Electric ts) 
ad (alt. wks.) Lawrence Aioudseat 
layhouse ae , Down You Texacp Show subber 
(F) The Vise Our Miss Dear Phoebe — . 2 F x a 1 Phileo Corp 
. 4 4 ; . . alt. wks 
— ag im (F) Campbell (alt. wks.) D. O’Connor Bristol - si 
M rs Bis Gen. Foods Soup White Hall (alternating) Myers 
It os ) : (see footnote) 
Julics . 
Here’s The 
Johnny R ; t Cameo 
me ae Compass TV’s Top ~~ — Theatre 
Revion Williamson Sports Film unes”’ Pet Milk Adventure (L) 
Prods. (F-S) Liggett & et > . Kleenex & 
it. wks (ett. wks.) Myers Armour P. Lorillard ¥y: 
at. 8.) a : 
on. Foods Procter and St. 7/9 (alt. wks.) 
= 
Your Play 
sis of Ivy a Damon ; What's My 
ernation: Windows pP heeded Runyon ‘ Line? (L) oe 
Hollywood Cummings 
larvester Theatre b Montenier, 
(F) Anheuser - Am. To Remington- Show (F) 
It. wks.) (see Warner- oe Reynolds 
"1 Biseu! footnote) Busch Hudnut an Metals 
Co. (alt. wks.) (alt. wks.) 
—— 
Sun. News 
Special 
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Washington Memo 


REAL JOB BEGINS. Now that the 
initial comments have been filed on the 
FCC’s proposal to authorize subscrip- 
tion television, the job of determining 
the feasibility of this intriguing but 
complex development really begins. 
The comments have to be studied, 
digested, analyzed. From them and 
from the reply comments to be sub- 
mitted, the Commission’s staff will pre- 
pare a summary dealing with the vari- 
ous legal, technical, economic and 
public interest questions on which 
information was gathered. When that 
summary is ready, the commissioners 
will have a basis for preliminary policy 
discussions. 

The responsibility for digesting the 
comments falls under the Broadcast 
Bureau, headed by Curtis B. Plummer, 
but the work itself will be done by the 
Rules and Standards Division. Chief 
of the Division is Hart S. Cowper- 
thwaite, a 46-year-old engineer from 
Faribault, Minn., who has been with 
the Commission for nearly 15 years, 
the last 10 in various television assign- 
ments. He will be assisted by Herbert 
M. Schulkind, a 36-year-old lawyer 
from Brooklyn, N. Y., who came to the 
Commission six years ago. 

Schulkind has the chore of studying 
the legal problem, which is paramount 
to the final determination. The Com- 
mission itself recognized this when it 
issued its Notice of Proposed Rule- 
Making last February on subscription 
tv. In that notice, the first group of 
questions on which comments were in- 
vited is headed, Questions of Law. 
And the first question listed is, 
“Whether the Commission has the au- 
thority under the Communications Act 
of 1934, as amended, to authorize and 
regulate subscription television opera- 
tions.” 

Of course, no one member of the 
staff can be expected to provide the 
answer to this weighty question. The 
Assistant Chief and top lawyer of the 
Broadcast Bureau, Joseph M. Kittner, 
among others, will work with Schul- 
kind in drafting the memorandum on 
this question for the Commission. It 
will be Kittner who will be called on 
te argue the legal question. 


ceases 


PROBLEM A WEIGHTY ONE. 
The problem of advising the Commis- 


sion on this question is apparent from 
the comments submitted. The Joint 
Committee on Toll Television, repre- 
senting the motion picture theatre 
opposition, devotes 32 pages to this 
subject to support its position that the 
Commission does not have the author- 
ity to authorize pay tv. The National 
Assn. of Radio and Tv Broadcasters 
devotes 20 pages of its brief to justify 
its opposition on legal grounds. Lengthy 
discourses on the question are also 
contained in comments by other major 
interests. 

The question of authority is but one 
of 33 questions on which comments 
have been submitted. There are highly 
important questions having to do with 
public interest considerations, such as 
the safeguards necessary to insure 
“that the public in all areas of the coun- 
try will continue to be provided with 
well-balanced programming without 
charge.” Or the provisions “to insure 
that subscription television service will 
be available to all stations on a non- 
discriminatory basis.” Or “whether 
subscription television operations 
should be limited to a single system, or 
whether general standards should be 
provided within which a number of 
systems can operate.” 

When the staff has presented its 
findings, an unlikely event before Oc- 
tober in view of prior procedural 
commitments and summer vacations, 
the Commission will be able to tackle 
the subject. It’s estimated it would take 
a month before it reaches a general 
concurrence on what to do. 

What it does will depend, first, on 
its determination of whether it has the 
authority to allow the service. If it 
decides it does not have the authority, 
it may stop right there and inform 
Congress it is unable to go ahead with 
the proceeding pending legislative ac- 
tion. It would then be up to Congress 
to broaden the Commission’s powers 


or not, as it sees fit. 


AFTER THE LEGAL QUESTION. 
Once the legal question is resolved, 


whether by the FCC itself or through 
(Continued on page 119) 
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Wall Street Report 
| 


Search for New Money. The pros- 
perity boom keeps new corporations 
coming to Wall Street in search of 
new or additional money to expand. 
This is true of television as well as all 
other industries. 

There have been several enterprises 
that have scoured Wall Street for aid 
in acquiring public money. Last month 
this column outlined the National 
Telefilms Associates offering which 
was well received by investors. This 
month we outline two more offerings 
that have been made. 

North American Television Produc- 
tions, Inc., a Delaware corporation, 
offered 100,000 shares of common 
stock at a price of $3 per share. The 
company is less than a year old, hav- 
ing been formed in November of 1954. 
Its main business is the production 
and distribution of films for television 
and from the outline of its planned 
activities it is banking on a steady 
increase in the use of filmed shows 
to make it successful. 

Its capitalization consists of an au- 
thorized 500,000 shares with a par 
value of ten cents per share. There 
are 225,000 shares now outstanding 
and there will be 300,000 shares out 
when and if all the shares now offered 
are sold. As of the date of this issue 
not all the shares had been sold. North 
American’s balance sheet as of the end 
of 1954, one month after its organiza- 
tion, showed bank cash of $1,102.88, 
total current assets of $118,772, most 
of it representing film productions. 
The company has current liabilities 
totaling $58,837 of which accounts, 
loans and notes payable represent the 
totaling approximately 


largest item 


$36,000. 


Several Programs Planned. 
North American outlines several pro- 


grams on which it has initiated plan- 
ning. One is a show that would star 
Carl Brisson, the Danish singer, for 
a half hour. The company has pro- 
duced one program and is preparing 
others. It also has a tv documentary 
series dealing with the life of the 
Negro in the United States. It is en- 
titled Tenth of a Nation. Another 


project is the Guild Sports Library, 
a sports film series being distributed 
for the corporation by Guild Films Co. 
The series is produced by a North 
American subsidiary. 

North American also produces com- 
mercial films for Cunningham & 
Walsh. These films are sponsored by 
Liggett & Myers and are distributed 
to schools and theaters around the 
country. It does production of com- 
mercial films for other agencies and 
organizations. It has several other 
activities but the above are the most 
notable. 

The company is headed by Emanuel 
M. Glucksman who is also the leading 
shareholder in the company. Of the 
total stock offering 25,000 shares are 
on behalf of Mr. Glucksman. He will 
receive $60,000 from the sale of his 
securities which he will use to pay 
off an indebtedness of $43,000 to the 
corporation. Thus, in effect, most of 
the money is accruing to the company 
directly or indirectly. 

One interesting factor that pops 
into the North American corporate 
picture is the fact that Reuben Kauf- 
man, president of Guild Films Co., 


Inc., is a director. Another is the 
presence of Claude A. Barnett as a 
director. Mr. Barnett is one of the 


leaders of the nation’s Negro com- 
munity and represents several major 
Negro organizations so that it can be 
anticipated that North American will 
take a strong position in developing 
programs along specialized lines. 


Set-Maker. The other street 
comer is Trav-Ler Radio Corp. Trav- 
Ler sold $1,250,000 in 12-year, 6 per 
cent sinking fund bonds with common 


new- 


stock purchase warrants. Trav-Ler is 
an Illinois corporation organized in 
1940. It sells and makes console and 
table-type television receivers, phono- 
graphs, radios and combination sets. 
Trav-Ler pioneered in the production 
of portable phonographs and radios 
to be retailed at under $10. Now the 
company produces tv sets that re- 
tail at $129 to $179. Last year it 
introduced a new line of hi-fi phono- 
graph equipment selling for $249.95. 


ae | 


se 
S68, o, Ii 


my 
| 


In 1950 the company had a sales 
volume of $13.8 million and a net 
income of $1,156,385 equal to $1.52 
per share. In 1954 the company’s 
volume had climbed to $15.3 million 
while the net profit had declined to 
$241,349 or 32 cents per share. In 
1954 the output of tv sets accounted 
for $11 million of total sales with table 
model radios accounting for another 
$1.3 million and government work 
bringing in $1.7 million. Thus since 
1950 the big increase in Trav-Ler’s 
sales has been in the sales of tv re- 
ceivers and in government work. 


Strong in Midwest. Trav-Ler’s sales 
have been primarily in the Middle 
West where 45% of its 
developed. The East Coast accounts for 
another 35% West 
and other areas contribute the re- 
maining 20%. 
company purchased The Hallicrafters 
Canada, Ltd. from Hallicrafters Co. 
for $251,719. One advantage of the 


move was to consolidate its Canadian 


volume is 


while the Coast 


Last February the 


marketing. Prior to the acquisition 
Trav-Ler marketed through nine in- 
dependent distributors. Production in 
Canada is now more efficient and pro- 
ductive capacity has been increased. 

Trav-Ler 


900 workers and its main plant is lo- 


employs approximately 


cated in Orleans, Indiana. The plant 
is located on a seven-acre strip of 


(Continued on page 130) 
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Lennen & Newell Media Organization Chart 


ANTHONY DePIERRO 


Vice President and Media Director 























B. A. DOLL 
Printbuyer 
W. D. SMITH P. Lorillard 
Media Supervisor 
R. WIDHOLM cece! 
Timebuyer 
S. EDWARDS United Aircraft 
Printbuyer a 
American Meat Inst. 
Chicopee Mills 
C. A. BROCKER ——- Emerson Drug 
Media Supervisor Hills Bros. 
Jos. Schlitz Brewing 
R. EYMAN 
Timebuyer 


GEORGE KERN — 











ous W- HINCH 
E. M. BERTOLINA 




















American Airlines 








Colgate-Palmolive 








Printbuyers 
Media Supervisor 
J. JAFFE American Airlines 
Timebuyer Colgate-Palmolive 
Calvert Distillers 
mam St M. MOLEMA Carlton House 
Media Supervisor Printbuyer Lenox, Inc. 


Scripps-Howard 





} A & N (Continued from page 43) 


area of the advertiser. “It’s not only 
making dollars go far; it’s making 
them go farther than competition’s 
and, sometimes, making fewer dollars 
than competition’s go farther.” Intelli- 
gent media selection, DePierro avers, 
can turn the trick. 

To do that, the department has to 
consider several factors, all in terms 
of cost. “Matching dollars with com- 
petition is not necessarily the only 
answer,” the media director explains. 
Through research, we must also find 
what further share of the market we 
can expect. That, of course, also re- 
quires a close-up of competition’s 
share-of-market action. Further, our 
client’s sales objectives must be under- 
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stood—the purpose (introduction of a 
new product?) and the target (the 
consumer or his children?) of the 
campaign. Finally, of course, comes 
detailed knowledge of available, ef- 
ficient and inexpensive media buys. 
The media department at Lennen & 
Newell is layed out to make this total 
operation quick and, relatively speak- 
ing, easy. As director, DePierro has 
four media supervisors under him (see 
chart). Each of these supervisors heads 
up a_ specific client-product group. 
William Smith supervises all media ac- 
tion for the Lorillard account; Charles 
Brocker is in charge of media for 
Meat 


Emerson 


American Institute, Chicopee 
Mills, Drug, Hills Bros., 
Schlitz Brewing and United Aircraft: 
George Kern, for American Airlines 


and Colgate-Palmolive; Arthur Ude for 
Calvert, Carlton House, Lenox China 

and Scripps Howard newspapers. 
Each media supervisor has two buy- 
ers reporting to him; one specializes in 
print (spacebuying) and the other, in 
broadcast media (timebuying). There 
are, of course, some exceptions: United 
Aircraft, under the supervision of Mr. 
Brocker, does not use broadcast media 
and so doesn’t require a timebuyer. 
Similarly, all five accounts under Mr. 
Ude do not require a timebuyer. (Cal- 
vert, for example, cannot advertise on 
the air, is ruled out by the broad- 
casters’ own stand against liquor ads.) 
And, in the instance of American Air- 
lines and Colgate, Mr. Kern has two 
spacebuyers, with a single timebuyer 
(Continued on page 118) 
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TWO FIRST RUN NATIONAL PROGRAMS 


JUNE, 1954 
iss 1/2-HOURS OF FILM ENTERTAINMENT 








EIGHT FIRST RUN NATIONAL PROGRAMS 


YJ rh 1/2-HOURS OF FILM ENTERTAINMENT 


Sereen Gems 1955-1956 Production Schedule 


JUNE, 1955 








PROGRAM SPONSOR ADVERTISING AGENCY 
Adventures of Rin Tin Tin... ABC-TV... Fri., 7:30 p. m. National Biscuit Co. Kenyon & Eckhardt 
Captain Midnight... CBS-TV...Sat., 11:00 a. m. Wander Co. Tatham-Laird 

Celebrity Playhouse... National TV Spot Falstaff Brewing Dancer-Fitzgerald-Sample 
Father Knows Best... NBC-TV...Wed., 8:30 p. m. Scott Paper Company J. Walter Thompson 

Ford Theatre... NBC-TV...Thurs., 9:30 p.m. Ford Motor Company J. Walter Thompson 

Patti Page Show... National TV Spot Oldsmobile D. P. Brother & Co. 
Damon Runyon Theatre ...CBS-TV...Sat.. 10:30 p. m. Anheuser-Busch D'Arcy Advertising 

Tales of the Texas Rangers...CBS-TV...Sat., 11:30 a.m. | General Mills Tatham-Laird 
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TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORPORATION, 233 WEST 49th STREET, NEW YORK 19, N.Y + Clrcee 5-5044 
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Channel 14 WHBO.-TV The Mid-South’s 


Most Powerful 


Memphis, Tennessee Station 
A General Teleradio Owned Station Leads 
The Most Popular Television Competition 
Station in Memphis* In These 
Six Verified Market 
Measurements: 


* Reconfirmed by May Telepulse. 


116 July 1955, Television Age 




















in nighttime competitively rated quarter hours from 6:00 
P.M. to sign off. A.R.B. Report of March, 1955. 
Telepulse Report February 1-7, 1955. 


in daytime audience. A.R.B. Report of March, 1955. 
Telepulse Report February 1-7, 1955. 


in national spot advertising. Rorabaugh Report, lst quarter, 
1955, released April 25, 1955. 


in local spot advertising. Local Air Survey conducted week of 
April 3, 1955. 


in merchandising promotion. Billboard Survey published April 


9, 1955. 


in servicing film commercials. Billboard Survey published 
February 19, 1955. 


Choose your rating service .. . check . . . measure and compare, 
and you will recognize the certified leadership WHBQ-TV has 


attained in less than two years of operation. 


Channel |4 WHBG.-TV 


Memphis, Tennessee 


Represented by Blair TV, Inc. 
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Z & N (Continued from page 114) 


to handle both accounts. 

All the print and broadcast special- 
ists have, in turn, their own assistants, 
according to requirements of their 
work load. And the outdoor advertis- 
ing for all four client-groups is per- 
formed by a single unit. 

DePierro says that Lennen & New- 
ell clients are “very sympathetic” to 
television, but he asserts that L & N, 
itself, “has a healthy interest in all 
media—If we didn’t, we wouldn't be 
the balanced agency that we are.” 
And, because his media groups always 
work with the same accounts, they 
achieve strong familiarity with client 
needs—as well as the client’s media 
history. 

Mr. DePierro joined Lennen & New- 
ell with Mr. Newell, coming from what 
was then Geyer, Ganger & Newell. Ear- 
lier, he had served with Buchanan and, 
before that, with Paris & Peart, so 
that he—like three of his four super- 
visors—has a record of being in media 
for more than 25 years. Says DePierro 
proudly, “We're the only department 
in town with that kind of strength.” 


Tv Gets Giant Share 


And when it comes to media, tele- 
vision, as noted, makes up a giant’s 
s billing. 


Actual supervision of Lennen & New- 


share of the agency’s 


ell programs is up to senior vice presi- 
dent Nicholas E. Keesely, and he has 
a big list to watch over: For Lorillard, 
there are Old Gold’s Two for the 
Money with Herb Shriner, on both 
Old Gold’s Truth or 
Consequences, on television only (the 
and Old 
Gold’s Queen for a Day, on a limited 
tv network and a west coast radio net- 


video and radio; 


am version is sustaining), 


work. Lorillard also uses a number of 
local shows and some spot. (The agen- 
cy’s method of naming the Old Gold 
shows is, in itself, an indication of the 
tv-am department’s thoroughness. ) 
And the list’s strength in audience 
participation shows is not without pur- 
pose. Nick Keesely explains the sense 
behind their selection: Although an 
audience-participation show is more 
of a gamble to launch (in contrast to 
buying a known celebrity like Crosby, 
Hope or Godfrey), it makes the most 
of the client’s 
high-priced name stars and the costly 


budget by sidestepping 
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Chart (Continued from page 108) 


p.m.) ; 2:30-45—M., W. & F., Lever 
Bros.; Tu. & Kelloge, 2:45-3—M.- 
Th., Pillsbury ; Fri., Dole Pineapple, 
“Bo mosby Show” (M.-F., q 

B- m, i 3:30-45—Tu., Toni; Wed... wy 

3:30-45 Thu,—Swanson; 
alt. wks.—Gerber Prods., ‘in Fridays. 
3:39-45, 3:45-4—M., W. & Fr.—General 
Mills; Th., Scott Paper Co. 
“Ww ’ 10:30-11 p.m.) 
American Oil (East Coast); Hamm’s Brew 
ing (Midwest); alt. wks.-sus. 


NBC— 

“Howdy y (M.-F., 5:30-6 p.m.) 
M., 5:30- ¢—Standard Brands. Tu,, 5:30- 
45—Kellogg; Int’l Shoe. Tu., 5:45- 
Colgate-Palmolive. Wed., 5:30-6 — Conti- 
nental Baking. Th., 5:30-45—Kellogg. Th., 
3:45-6—Campbell ‘Soup. Fri., 5:30-45— 
sustaining. Alt. Fr. .: 5:4 3-6—Luden’s & 
Welsh Grape Juice 

Schedule of Recehesutacs” Monday 
7/25 (8-9:30 p.m.), TBA; two Saturdays. 
7/2 and 7/30 (9-10:30 p.m.), Allen In 
Movieland, and Svengali and the Blonde, 
Oldsmobile; Sunday, 7/17, (7:30-9 p.m.), 
Meeting at the Summit. 

No color shows are scheduled for the 
summer. 











productions they usually require. Be- 
sides being relatively inexpensive to 
produce, these contest-type shows build 
up consistently good ratings which, in 
turn, lower the cost-per-thousand. And, 
” all the 


time with steady trademark illustration 


as a bonus, they are “at work 
(on background curtains, signs and 
the like) and even yield happily to 
constant spoken plugs by the emcee. 
They even allow extra-sell when the 
product itself is given as a premium to 
the contestants. 


Right now, the agency is watching 
Queen for a Day with close interest. 
They consider the simulcast, in effect, 
two shows for the price of one, since 
the radio version requires only the 
extra cost for time, not production. 
Less than six months old on the coast 
network, the show is already getting 
top daytime ratings, and Keesely hopes 
the show will justify national expan- 
sion by the year’s end. 


For Emerson Drug’s Bromo-Seltzer, 
Lennen & Newell has placed Chance of 
a Lifetime with Dennis James and the 
Ziv television production, Science Fic- 
tion Theatre, on alternate weeks in 
“That 
gives us two cracks at the audience.” It 
with a 
broader coverage (about one and a half 


some 23 markets. Says Keesely, 
also puts Bromo-Seltzer on 


times as much) for about the same 
budget it had used before. 


Bromo Seltzer’s tv history is a fabu- 
lous success story. The client had 
started by using spot only, increased it 
gradually as sales allowed. Then, when 


the agency came up with its new copy 


story for the product, the spot budget 
was put into fulltime programming. 
First choice, was Janet Dean, a half- 
hour film placed in the product’s top 
markets. Now, with the alternating pro- 
grams, Bromo is on a full hour (in ad- 
dition to coverage gains) and sales 
are at one of their highest peaks. 

there is the 


shows 


For Schlitz Brewing, 
of Stars, 
around the country and a wide use of 


Playhouse sports 
spot in Wisconsin (Schlitz’ home state ) 
and California (where it has opened a 
new brewery). Playhouse was picked 
as a quality show to sell, appropriately, 
a premium beer—a program that 
would have both class and mass appeal. 
Now in its fourth year, Playhouse pro- 
duction costs (on film) have not been 
allowed “to run crazy.” It delivers a 
good audience at a moderate price and 
has apparently paid off well for Schlitz: 
The brewery’s sales volume is at the top 
of the heap. 

Lennen & Newell also buys a good 
amount of spot for Colgate’s Lustre 
Creme products and supervises com- 
mercials in participation shows like 
Strike It Rich (replaced now by The 
Millionaire), which are managed by 
other agencies. 


Late Night Good Buy 


And for American Airlines, the 
agency has bought CBS Radio’s all- 
night Music Til Dawn in nine markets. 
The strategy on that buy: Because of 
improved broadcasting conditions late 
at night, thie nine markets blanket the 
U. S., deliver national coverage for a 
minimum expenditure. 

Keesely, who’s been at Lennen & 
Newell seven years and who takes per- 
sonal charge of all network buys, has 
been through all the mazes of broad- 
casting. He was at N. W. 


years learning radio—from timebuying 


Ayer for 15 


to program development to program di- 
rection to being an account executive. 
For four years following 1943, he was 
program sales manager at CBS, then 
went to the coast and headed the radio 
department of the Sam Jaffe agency 
for a year before joining what was then 
Lennen & Mitcheil in 1948. 

A few of his observations: 1) Radio 
and tv are no different from any other 
media, as far as an agency is con- 
cerned. “We get out to buy—at the low- 
2) Spot 


est possible cost.” “certainly” 








has a strong place in the business and 
many local shows are “excellent.” 3) 
Daytime tv seems expensive, clearly is 
limited to a predominately female audi- 
ence, but nevertheless offers some “sen- 
sational’ buys in cost-per-thousand. 4) 
Barring toll television, the “curiosity 
factor” has gone from tv, and the me- 
dium “should maintain present levels.” 
5) The healthiest approach is still to 
own a show outright, although alter- 
nate sponsorship “has its advantages,” 
but Keesely shotguns the idea of shar- 
ing one minute with six other adver- 
tisers. 6) Advertisers will use color just 
as soon as the public at large starts buy- 
ing color sets. (Keesely owns one, re- 
ports neighbors flock to see it.) 


As for commercials, Clark Agnew, 
executive producer on the Lorillard ac- 
count, describes the best tv commercial 
as the simple one—simple so that its 
facts can be remembered. “It’s just that 
easy,” he says, “but, as in everything, 
simplicity in tv is hard to achieve.” 


Agnew Agency Veteran 


Mr. Agnew, who’s been with the 
agency for 12 years, knows whereof he 
speaks. He developed Lorillard’s noted 
Muriel cigar commercial, as well as the 
famous Old Gold dancing packs. (He 
got the idea for the latter on a week- 
end, used his wife as model for his 
work and, when she complained that 
she couldn’t see, put peep holes in the 
“tax seals.”) A versatile man, Agnew 
once played clarinet with jazzdom’s fa- 
mous Wolverines, is currently writing 
a book called Television Advertising, 
to be published this spring by McGraw- 
Hill. 


When making a commercial, he ad- 
vises, present only one idea at a time. 
“If you have five ideas, then make five 
commercials.” Don’t stuff them all into 
one minute, he warns, “or you'll lose 
them all.” And once the commercial is 
made, follow through by getting it in 
the right time period (advertise food 
before, not after dinner). And keep ex- 
perimenting. Tv commercials, he feels, 
“are at the stage now where advertising 
copy was in 1921.” 

Currently, Agnew is looking forward 
to color, which he feels will be espe- 
cially good for food advertisers. He has 
long since completed color tests for 
Old Gold packaging, learned the best 


background for the pack is a slate gray 
which photographs blue. Says this 
cordial producer, “I think color will be 
the actual birth of the medium—then 
we'll have everything.” 


Pick the Right Men 


Clearly, Lennen & Newell has the 
right man in the right job. That in- 
cludes president Toigo, who got his 
first job in an Illinois coal mine and 
who today delivers a solidly practical 
point of view to his agency staff. It also 
applies to the agency’s other key ad- 
ministrators, like Thomas C. Butcher, 
executive vice president; John Mon- 
sarrat, senior vice president and gen- 
eral manager, or John D. Speirs who 
brings youth as well as intelligence to 
his job as vice president and treasurer. 


As one of the executives has sum- 
marized, the key to advertising is to 
find what the consumer wants from a 
product, then to slant all advertising 
toward that end. “From then on, it’s an 
educational thing for us—to learn our 
client’s business.” Lennen & Newell is 
proving first, however, that it knows its 
own business——advertising—best. 


ize or not to authorize. But it probably 
won't be that final. 


subscription service, it might well de- 


If it turns down 


clare that it will allow the development 
if it can be done through closed cir- 
cuit or through community antennas 
or if certain safeguards can be pro- 
vided. 

Suppose the Commission agrees that 
subscription tv should be tried out. 
It’s hardly likely it would immediately 
license any station to transmit pay 
programs. Because of the ramifications 
of permitting the service over the com- 
mercial channels, some trial period of 
operation would be needed before a 
nationwide system could be authorized. 
How this would be done, what cities 


uhf 


stations would be employed are mat- 


would be used, whether vhf or 
ters which would have to be deter- 
mined. 
OTHER DELAYS. Its conceivable 
that an experimental period of subscrip- 
tion tv would not provide all the in- 
formation needed on which to authorize 
the service. In that case, further rule- 
making proceedings might be in order, 
(Continued on page 133) 





Wash. Memo 


(Cont'd from 111) 


legislation, the Commission can move 
At this 


point, it’s likely that more intormanou 


on to consider the merits. 
will be required on various questions 
than 
Chairman George C. McConnaughey 
has already indicated that some type 
This 
would probably take the form of oral 
argument before the full Commission, 


is contained in the comments. 


of hearing will be necessary. 


lasting perhaps a few days. 


Then the Commission will call for 
demonstrations of the systems proposed 
or any others which may be developed. 
It will doubtless want to see how sub- 
scription programs are transmitted as 
well as received and what technical 
standards would be desirable. Among 
other things, the Commission is con- 
cerned with the possible injury to the 
public resulting from obsolescence of 
decoder equipment. 


Fortified with all the information it 
can get — legal, economic, technical — 
the Commission should then be ready 
to make up its mind whether to author- 





IN DETROIT 


You 
Sell More 


on 


CHANNEL 





WWJI-TV 


NBC Television Network 


DETROIT 
Associate AM-FM Station WWJ 


Owned and Operated by THE DETROIT NEWS 


National Representative 
THE GEORGE P. HOLLINGBERY CO. 





July 1955, Television Age 


119 








Bakery (Coned from page 45) 


(a non-tv market) in varying amounts, 
from a half hour to, in New York, 
five half-hours per week (Time for 
Fun, wasc-tv, M-F, noon to 12:30 
p.m. EDT). “When figuring New York, 
we start with this program,” says 
Richard Marsh of J. Walter Thompson, 
the Ward agency. 

Not only this client, but many others 
are finding great success with local, 
live shows, he observes, adding that 
local stations are offering “some fan- 
tastically good things—and advertisers 
are beginning to be aware of it.” 

As for Ward’s total budget, the 
account executive reports “a large 
share” is television’s. 

e Reportedly the largest advertising 
budget in the baking industry is man- 
aged by Quality Bakers of America, 
a cooperative that has issued fran- 
chises to 120 members— one to a 
market — across the nation. Together, 
they spent some $7 million advertising 
dollars in 1954 and will spend even 
more this year, according to Jack L. 
Coffey, advertising director. Of that, 
television’s portion is about $2 million. 


Most Use Television 


“Almost all” the QBA members are 
tv-users, Mr. Coffey reports, with non- 
participants “rare.” His 60-man staff, 
which acts in the capacity of an adver- 
tising agency (using local agencies 
only to service an account), plans, 
coordinates and merchandises cam- 
paigns for the association’s Sunbeam 
label. Besides establishing QBA policy 
on media use (and helping in station 
selection), the department screens film 
syndications, offers other aids. (Right 
now, Gene Autrey is a great favorite, 
being sponsored in some 25 or 30 of 
the association’s markets.) And a large 
part of tv’s success, Mr. Coffey points 
out, depends on thorough promotional- 
merchandising follow-up. 

His department also produces spots, 
now has 24 standard commercials 
available to members. The group in- 
clude 12 20-second spots, 8 1-minute 
announcements (with Nelson Case fea- 
tured in most of them), plus 4 ani- 
mated commercials which help explain 
the good diet sense behind regular 
bread consumption. The spots have 
been packaged so that, starting with 
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Fore! 


Executives of WFBM-TV Indian- 
apolis have everything going for 
them—particularly when it comes 
to the annual Indianapolis Adver- 
tising Club golf party. Last year 
General Manager Bill Kiley 
dropped in a hole-in-one. At this 
year’s 18-hole event Frank Small, 
commercial manager, made the 
120-yard 12th hole at the Meri- 
dian Hills Country Club in one. 
His partner, President Harry F. 
Bitner, Jr., made the same hole 
in two—a total score for the two 
WFBM-TV executives of three for 





the par-three hole. 





an introductory commercial, the local 
advertiser can rotate films, introducing 
a new one each month. 

e The 40-year-old Tasty Baking Co., 
Philadelphia, started in tv about five 
years ago, according to advertising 
manager Barclay Knight, has increased 
use a little each year until now video 
is allotted some 40-45 per cent of the 
total budget. 

This year, Tasty is trying a real in- 
novation by joining the sponsors (At- 
lantic Refining, Ballantine) of the 
Phillies games on wPtz Philadelphia. 
The choice of baseball, made through 
N. W. Ayer, New York, was intended 
to extend coverage to two and a half 
times as many men as the bakery con- 
tacted previously. “Men are doing more 
and more of the supermarket shopping, 
we feel,” Mr. Knight explains. 

Besides the baseball, Tasty, whose 
4-state market area stretches to the 
Hudson River, has just returned to 
watv Newark for 26 more weeks of 
a children’s show, Junior Frolics, also 
runs spot campaigns intermittently in 
Newark, Baltimore and Philadelphia. 

Tasty’s consciousness of selling to 
the whole family has resulted, for the 
past three years, in an annual Christ- 
mas telecast featuring Eugene Ormandy 
and the Philadelphia Orchestra. 

Although the largest companies are 
the heaviest users of tv, to quote an- 
other advertising expert in the baking 
field, “All bakeries are acutely aware 
of what television can do.” That means 
even the smaller—and frequently local, 


only—bakeries are managing to stretch 
budgets for television. During one 
recent month, alone, 18 independent 
bakeries from Yakima to Roanoke 
were listed in TELEVISION AGE as sign- 
ing for syndicated film programs. And 
during the last quarter of 1954, the 
Rorabaugh Report on spot tv advertis- 
ing listed some 76 different bakers. 
Their buys ranged from a single day- 
time ID once a week to half-hour pro- 
grams on a daily basis. Says one man- 
ager, “I have to watch them (retailers) 
to make sure they keep an advertising 
spread and don’t go overboard for 
television.” 

Schaible’s Bakery has been sponsor- 
ing portions of a daytime show, Relax 
With Rattigan, on wGLv Easton, Pa. 
Last Christmas, the bakery reluctantly 
signed for a holiday extra, took part 
of a Santa Claus program for 15 days 
to advertise cut-out cookies. The com- 
mercials were done live, with Santa 
showing how delicious the butter 
Results: Schaible’s 
Christmas sales were up a startling 
25 per cent over the previous year, 
establishing an alltime high for holiday 


cookies were. 


business, generally a peak period, any- 
how. Customers were reported as ask- 
non-affiliated grocers for 
“those cut-out cookies on tv.” 


ing even 


50,000 Requests 


The New England Bakery Co., Paw- 
tucket, R. I. (Harvest bread) sponsors 
MCA-TV’s Rocky Jones, Space Ranger 
on WJAR-TV, Providence. As a test, it 
ran a single 45-second announcement 
that viewers could get Space Ranger 
buttons, merely by asking the Harvest 
deliveryman for them. Four days later, 
the requests had totalled 50,000. Its 
agency, Hoag and Provandie, Boston, 
has reported that bread sales, incident- 
ally, “are up and still going up.” 

Kitchens of Sara Lee, Inc., Chicago, 
has grown in four years from a single 
shop to a $4-million operation and 
specializes in three products, cheese, 
coffee and pound cakes, all quality 
priced. A large part of the company’s 
growth stems from expert marketing— 
like selling frozen coffee cake, which 
has made expansion even to Texas 
feasible. But some of the credit also 
goes to television, which is helping 
Sara Lee boost last year’s quarter- 
million-dollar advertising budget by 
another $100,000 this year. 








Besides extensive use of spot, Sara 
Lee has also backed a children’s pro- 
gram for the past two years, recently 
tried special-events coverage with The 
Chicago Daily News Relays, telecast on 
14 ABC-TV stations from Denver to 
Bridgeport. The moral lies in Sara 
Lee’s past: Such a hookup couldn’t 
have been considered two years ago 
simply because the company hadn’t 
marketed beyond the Chicago area. 


Mead’s Regular User 


Mead’s Bakeries, Inc. owns and 
operates wholesale outlets in Abilene, 
Amarillo, Big Spring, El Paso, San 
Angelo and Wichita Falls, Texas; Ada, 
Lawton and Oklahoma City, Okla., and 
Albuquerque, N. M. Mead’s not only 
employs tv regularly in all its markets, 
but has been doing so ever since local 
stations have been on the air—with 
one exception (Oklahoma City, where 
Mead’s has only recently acquired its 
plant). 

Varying its television by markets 
and special campaigns, the bakery 
depends mostly on 10-second ID’s and 
20-second and 1-minute spots. It also 
has a 5-minute weathercast in two 
markets, an afternoon children’s pro- 
gram in another and a 30-minute show 
in a fourth, spending an estimated 50 
per cent of its advertising budget on 
video. 

What have the sales results been? 
Says E. P. Mead, president, “We con- 
sider television te be an ideal medium 
for advertising our products and 
heartily recommend other bakers who 
are not now using this medium to do 
so.” 

Even though the money bakers 
spend, as a group, rates them only 
23rd among buyers of local television 
(“Backyard Bonanza,” TELEVISION AGE, 
Sept. 1954), they are consistent spon- 
sors. Says one account executive, “If 
bakers don’t match beer advertisers 
dollar for dollar, at least they are 
steady users of the medium . . . and 
they’re not going to drop tv for some- 
thing else.” 

As the pattern emerges, it is clear 
that many still retain radio for day- 
time — to sell the housewife directly 
without keeping her from her work. 
But come late afternoon and evening, 
they buy tv. And then, interestingly, 
they frequently sell the housewife 
indirectly by putting their message 


over with her kiddies. 

Selling to children, according to 
recent NBC research, is not an idle 
project. A survey, conducted for the 
network last January by Advertest 
Research in the Metropolitan New 
York area, has corroborated seven in- 
teresting points: 

Children frequently give as much 
attention to commercials as to the 
programs, themselves. They not only 
like commercials, but also remember 
them well enough to repeat them. In 
the survey group, nine out of ten 
mothers had been asked by their off- 
spring to buy a tv-advertised product 
(which resulted in purchase almost 
90 per cent of the time). And 60 per 
cent of the mothers have switched to 
another brand—in addition to their 
regular one—to satisfy their children. 
Further, children are taken shopping 
with their mothers and can reinforce 
their requests in the store. Some 75 
per cent of the children were reported 
as having “favorite brands.” And, 
notably, when the kiddies asked for a 
favorite, some 51 per cent of them 
asked for a specific brand of bread. 

These things have meaning for the 
individual baker. Contrary to popular 
belief, he operates on a narrow profit 
margin—between two and three per 
cent of his gross. While the industry’s 
volume is at an historic high, that 
total is divided among an also-new 
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high of diversified products. Both 
wholesalers and retailers have also 
been pressed by the introduction of 
cake and cookie mixes, meat and other 
frozen pies put out by competing food 
processors. Further, a large portion of 
the public believes that “white bread 
is not nutritious.” (False — by Federal 
law, all bread must be enriched so that 
nutrients lost in the milling of flour 
are returned chemically.) And, to top 
it all off, the diet-conscious public 
usually starts to lose weight by cutting 
out bread. (Bakers are combatting that 
problem by introducing low-calory, 
protein-type loaves. ) 

The end of the story is that bread 
is as important an all-purpose food as 
milk. And bakers, who are “as aggres- 
sive promotionally as anybody,” are 
going to stick with television to help 
consumers remember it. 
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Music (Cont'd from page 47) 


some of them. Hundreds of advertisers, 
both local and regional, have spon- 
sored the series. One recent large sale 
was in 32 markets to Taffon, a weight 
reducing product. 

Old American Barn Dance was first 
produced by Fred A. Niles, vice presi- 
dent in charge of all Kling film pro- 
duction. Says Niles, “In my opinion 
there is not a more sure bet in the 
syndicated film field than a good series 
of shows featuring good names in the 
country and western fields. A show 
of this type does a top-flight selling 
job for its sponsors, is a financial suc- 
cess for its producers and an enter- 
tainment success from the point of 
view of a large segment of our tele- 
vision viewers.” 

Another 26 half-hour series, Eddie 
Arnold Time, is currently being pro- 
duced in the Kling Studios in Chicago 
under the direction of Ben Park. 
Walter Schwimmer, Chicago, will dis- 
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tribute the series, which has already 
been sold in a large number of mar- 
kets, although the final films have not 
been completed. 

Park, speaking of the Arnold show, 
expresses his enthusiasm for the spirit 
of country music, which he feels is 
one of its most appealing features. 
“We want to come into homes in big 
towns and small,” says he, “for just 
one half hour each week and have our 
hosts say, at the end of ‘hat time, 
‘Gosh, I wish they wouldn’t leave just 
yet.” We want ’em to be looking for- 
ward to our visit the following week. 
We want to leave ’em with a warm 
feeling, a happy glow.” 

Mr. Park thinks of this as “the 
Chicago style.” “In this sense,” he 
says, “Chicago is not a place, but a 
mood, a spirit, a feeling. . . of ease and 
relaxation. An unhurried, unprecise, 
pleasant and warm something.” 


Opry Is Oldest 


Oldest of the radio country music 
shows and one of the youngest on 
television is Grand Ole Opry, which 
for 29 years has been a weekly fea- 
ture on wsM Nashville and since 1939 
on the NBC network under the sponsor- 
ship of Prince Albert tobacco. 

Stars of Grand Ole Opry, its tele- 
vision offspring, is being launched as 
a half-hour series by Flamingo Films, 
New York, with an initial offering of 
39 half-hour programs. The show is 
already appearing in a number of 
markets. One of the larger sales to date 
was to Pillsbury Mills which plans to 
sponsor the series in around fifty 
markets starting in September (Spot 
Report, TELEVISION AGE, April, 1955). 

Understandable enthusiasm has been 
expressed by both Jack DeWitt Jr., 
general manager of wsM-Tv and Sy 
Weintraub, executive vice president 
and general manager of Flamingo 
Films. It will be among “the top, one, 
two, three film programs,” insists Mr. 
Weintraub. 

The Stars of the Grand Ole Opry 
format is ready-made, following the 
pattern set by the radio series. Emcees 
will appear on a rotating basis, includ- 
ing: Roy Acuff, Ernest Tubb, Jimmy 
Dickens, Webb Pierce and Carl Smith. 
More than a hundred well-known 
Grand Ole Opry acts will be included. 


The show is available in both color and 


black and white. 

Another successful filmed television 
series devoted to country music is Offi- 
cial Film’s Town and Country Time 
which for years was a radio feature 
in the Washington, D. C. area. It was 
emceed and produced by Connie B. 
Gay. (“It’s Official,” TELEVISION AGE, 
April 1955). Official has sold the series 
to more than thirty stations and re- 
ports interest is strong, especially in 
the southwest. 

Like Stars of the Grand Ole Opry, 
Ozark Jubilee is the direct descendant 
of a long-time radio veteran. This live, 
network show is owned and produced 
by RadiOzark Enterprises, syndicator- 
producer-distributor of ten country 
and western music series, from their 
headquarters at Springfield, Mo. 

RadiOzark has as its number one 
goal the making of Springfield into 
the country music center of the nation. 
Their success to this point argues 
well for their chances of achieving their 
ambition. 

The idea of making Springfield the 
country music center emerged after 
Ralph D. Foster, president and general 
manager of radio station KWTO Spring- 
field, and his commercial manager, 
Leslie L. Kennon, persuaded the As- 
sembly of God Church, which makes 
its national headquarters in Spring- 
field, to put a weekly half-hour pro- 
gram on the station. The program, 
Sermons in Song, met with such suc- 
cess locally that the religious group 
was persuaded in 1944 to let the sta- 
tion transcribe the program and offer 
them to other stations. Nearly 200 ac- 
cepted. The first year the program won 
the Churchill Award for good taste and 
showmanlike presentation of its relig- 
ious programs. 

RadiOzark Enterprises was formed 
in 1945 to handle production, syndica- 
tion and distribution of this and other 
country and western programs. Mr. 
Foster was elected president and Mr. 
Siman and Mr. Mahaffey were made 
vice presidents. Among the programs 
that were produced for radio were 
Saddle Rockin’ Rhythm, The Smiley 
Burnette Show and The Tennessee 
Ernie Show. Success of the Ernie show 
was instantaneous and RadiOzark be- 
gan looking around for another big 
name property. 

Red Foley was, and is, one of the 








biggest. For eight years he emceed, 
played and sang on the Grand Ole 
Opry. His record sales are phenomenal. 
When he was persuaded to join for- 
tunes with RadiOzark, he brought to 
Springfield with him a score of other 
“name” artists whose records are sold 
in all parts of the country. 

Acquisition of this new talent 
created a boom for RadiOzark Enter- 
prises and consolidated Springfield’s 
claim to country music leadership. It 
was necessary to create a talent booking 
corporation, which was named Top 
Talent, Inc. C. R. Black, former KwTo 
program director, became its general 
manager. He takes care of bookings for 
thirty or more country music stars in 
every area of the nation every week. 

A Springfield music publishing firm 
was created, Earl Barton Music Inc., 
to handle publishing for the musicians. 
Mr. Siman, Mr. Mahaffey and Don 
Richardson, RadiOzark promotion 
man, run that segment of the business. 

Billing $2 Million 

Altogether the Springfield-based 
firms, affiliated with RadiOzark Enter- 
prises, are now billing more than $2 
million yearly, and with the big boost 
which television is giving them expec- 
tations for the future are running high. 

When ABC-TV decided to make 
Ozark Jubilee a regular Saturday night 
feature, the problem of an originating 
point for the live show was major. 
RadiOzark wanted it to come from 
the heart of the mountain country. 
They feel that preserving the country 
flavor of the show is important and 
insist that can be done only if it 
originates from its home area. 

“The boys figure they are country 
boys,” explains Mr. Mahaffey. “They 
are most comfortable in the country 
doing their country show with country 
music. They don’t want to embarass 
everyone by going to the city to do 
the show, it might send it out of tune.” 

While xytv Springfield could re- 
ceive network shows it couldn’t orig- 
inate them until the cable was run into 
town by AT&T. Rather than go to 
Kansas City or St. Louis the troupe 
picked Columbia, Mo., and station 
KOMU-TV as the originating point until 
lines could be run into Springfield. 

During January and February that 
meant a 22-hour-day every Saturday 


for the cast. Up at 5 a.m., they took 
the bus from Springfield to Columbia, 
rehearsed the show until curtain time 
and then took the bus back to Spring- 
field, arriving around 3 a.m. Facilities 
have now been provided at Springfield, 
and since the last of April Ozark 
Jubilee has come to the network direct 
from KYTV. 

Ozark Jubilee ratings have con- 
tinued high. A late ARB report placed 
the program eleventh among the top 
viewers-per-set of any 
gram, with 1.02 men, 


network pro- 
1.22 women and 
85 children reported watching on each 
set tuned to every program. 


Becoming an Institution 


ABC-TV executives believe the pro- 
gram is fast becoming a Saturday night 
institution. It is offered for full or par- 
ticipating sponsorship. 

The first half hour, 7:30 to 8 p.m., 
the network has reserved for regional 
sales, such as the recent renewal of 
Regal Amber Brewing Co., of San 
Francisco, which is sponsoring the 
show for a half hour on KaBc-Tv Los 
Angeles, KBAK-TV Bakersfield, Kccc-Tv 
Sacramento, KJEO-TV Fresno, KGO-TV 
San Francisco, KHSL-Tv Chico, KFMB- 
TV San Diego and other stations. 

The second hour, from 8 to 9 p.m., 
goes to stations “pay-as-you-sell,” with 
the station setting the local price. If the 
station sells this hour it pays ABC 35 
per cent of the sale price, including 
time and talent charges, after agency 
commission. This price applies to spot 
announcements as well as package 
sales. 

Affiliates seem pleased with results. 
The constant flow of mail to stations 
and from stations to ABC-TV attests 
to that fact. weaT-Tv West Palm Beach 
“We 
have received more mail on this pro- 
gram than any other ABC-TV show 
we carry and think it is the smartest 


thing ABC has done since Disneyland.” 
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Did you cross pollinate ? 


However conceived, your ideas for the Advertising Council have grown into 
great campaigns. And this is no father to son opinion. Just look below at the 
record of only four of the many hundred you have created since 1942. You 
can be proud of your brood, but don’t quit now. The Advertising Council 
still needs your fertile brains to help solve other problems facing America. 
And by you, we mean the agency account men, writers, artists, and media people who have 
donated their time, talents, and space for free—and those who haven’t as yet. 


é$ 
Aided U.S. Treasury in the Helpedrestorepubliccon- Made millions of men and Helped Crusade for Free- 
sale of billions of dollars worth fidence when a recession women aware of their respon- dom broadcast the Truth to 
of War and Savings Bonds. was predicted by many. _ sibilities in Civil Defense. Iron Curtain countries. 


The Advertising Council, Inc., 25 West 45th Street, New York 36, N. Y. 
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TELEVISION AGE 


Report by Markets, 
July, 1955 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further information regarding the 
figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations not 
yet on the air, channel numbers and 
target dates. 

In addition to set. figures the two 
principal executives of each station are 
listed. 





Totals 
Total commercial stations: 422 
Total markets: 274 
Total estimated b&w sets: 35,648,103 
Total estimated color sets: 19,706 











City Station vht Uhf Color 





ALABAMA 
WABT 321,380 coe 
Henry P. Johnston, p. & mng. d.; 

Charles F. Grisham, c. m. 
WBRC-TV 321,000 200 
J. Robert Kerns, v.p. & mng. d.; 

Oliver V. Naylor, g. sls. m. 

TV 28,436 
m,. & sls. 


Birmingham 


WMSL-' 
Frank Whisenant, 
Dothan WwTvy 
Mel Wheeler, v.p. & g.m.; F. 
Busby. m. 
WALA-TV 101,100 — 
W. O. Pape, p.; H. EK. Martin, 
exec. v.p. 
WKRG-TV—S5 Sept. ’55 
WwCcovVv-TV 66,510 
Hugh M. Smith, ¢. m.; 
South, sls. m. 
WSFA-TV 90,500 _— 
Hoyt Andrea v.p. & st. m.; John 
C. Hughes, sls. m. 


m 
E 
Mobile 


Montgomery 


Morris 


ARIZONA 


KVAR (see Phoenix) 
KOOL-TV = 122,510 
Tom Chauncey, g. m.; William J 
Connelly, cc. m. 
KPHO-TV 122,510 — 
Richard B. Rawls, g. m.; C. A. 
Larson, ¢. m. 
KTVK 142,179 
Sean Dillon, st. m.; 
LaDow, c.m. 
KVAR 122,510 — 
Richard O. Lewis, g. m.; E. W. 
(Bill) Harvey, c. m. 

KOPO-TV 38,605 
E. S. Mittendorf, 
Plunkett, sls. m. 
KVOA-TV 38,605 
R. B. Williams, ¢g. m.; 
Harvey, c. m. 
Yuma KIVA 26,908 
Ray C. Smucker, 
Carrick, sls. m. 


Mesa 
Phoenix 


3 


Burton B. 


Tucson = 
g. m.; Paul 


Bill 


g.m., Patrick 


ARKANSAS 
KFSA-TV 36,604 
Weldon Stamps, g. m.; 
Hundley, sls. m. 
KARK-TV 108,120 
= me ee v.p. & g. m.; Lee 
Bryant, c. 
KATV (see Pine Bluff) 


Fort Smith —_ 
Roland 


Little Rock 


Set Count: 








City Station Vhi Unf Color 
Pine Bluff KATV 108, 120 _— 
John H. Fugate, g. m.; Bruce B. 
Compton, nat. sis. m. 
Texarkana KCMC-TV (see Texarkana, Tex.- 
Ark.) 
CALIFORNIA 
Bakersfield KBAK-TV 90,000 _ 
A. H. Constant, m. 
KERO-TV 152,000 _ 
Gene DeYoung, p. & g. m.; John 
Barrett, tv. sls. m. 
Chico KHSL-TV 67,010 _ 
M. F. Woodling, st. m.; J. A. 
Pero, loc. sis. m. 
Eureka KIEM-TV 24,100 _ 
William B. Smullin, p.; Donald 
H. Telford, st. m. 
Fresno KJEO 56,035 20 
Joseph Drilling, v.p. & bus. m.; 
W. O. Edholm, c. m. 
KMJ-TV 158,000 200 
Perry Nelson, m.: Wilson Lefler, 
sls. m. 
Los Angeles KABC-TV 2,107,168 —_ 
Selig J. Seligman, g¢. m.; Elton 
Rule, gen. sls. m. 
KCOP 2,107,168 —_ 
Jack Heintz, v.p. & ¢. m.; Amos 
Barron, sls. m. 
KHJ-TV 2,107,168 
John T. Reynolds, gs. m. Howard 
L. Wheeler, sls. m. 
KRCA 2,107,168 
Thomas C. McCray, g¢. m.; James 
Parks, sls. m. 
KNXT 2,167,800 584 
James T. Aubrey, Jr., g. m.; 
Robert D. Wood, gen. sls. m 
KTLA 2,110,000 
Klaus Landsberg, v.p. & g. m.; 
Robert Mohr, sls. m. 
KTTV 2,107,168 —_ 
Richard A. Moore, v.p. & g. m.; 
John R. Vrba, nat. sls. m. 
Sacramento KBET-TV 319,650 34 
John H. Schacht, g. m.; George J. 
Kapel, sls. m. 
KCCC-TV 165,000 — 
Ashley L. Robison, ex. v. p.: A. 
J. Richards, v. p. chge. sls. 
KCRA-TV—3 Sept. ’55 
Salinas KSBW-TV 492,371 _ 
John Cohan, g. m.; Graham H. 
Moore, sis. m. 
San Diego KFMB-TV 306,815 65 
George Whitney, g. m.; Bill Fox, 
g. sls. m. 
KFSD-TV 285,533 30 
William E. Goetze, g. m.; Jay 
Grill. sls. m. 
San Francisco KGO-TV 1,086,590 —_— 
James H. Connolly, v.p.; Vincent 
A. Francis, Ic]. sls. m. 
KPIX 1,085,590 355 
Philip G. Lasky, ¢. m.; Lou 
Simon, sls. m. 
KRON-TV 1,086,590 465 


San Luis 
Obispo 


Santa 
Barbara 


Stockton 


Colorado 
Springs 


Denver 


Harold P. See, st. m.; Norman 
Louvau, sls. m. 

KSAN-TV 275,000 _ 

Norwood J. Patterson, g.m. & sls. 
m. 

KVEC-TV 87,489 _ 

Les Hacker, g. m.; Si Darrah, 
ec. m. 

KEY-T 464,192 _ 

Colin M. Selph. p.; R. Hill Car- 
ruth, rgnl. sls. m. 

KOVR-TV 1,103,920 _ 

Terry Hamilton Lee, ex. v.p. & 
g. m.; Frank G. King, g. sls. m. 

KVVG 175,000 _ 

Sheldon Anderson, g. m.;: Bob 
Hill, sls. m. 

COLORADO 
KKTV 57,204 
James R. Russell, p. & g. 


m. 

Robert D. Ellis, v.p. & nat. sis.d. 

KRDO-TV 40,000 

Harry W. Hoth, Jr., p., g. m. & sls. 
m. 

KBTV 299,762 

Joseph Herold, st. m.; E. L. Col- 
bourne, exec. sls. d. 

KFEL-TV 299,762 

Gene O'Fallon, p. & g. m. Frank 
Bishop, dir. & c. m. 


City Station Vhi Uhf Color 
KLZ-TV 299,820 58 
Hugh B. Terry. p. & ¢. m.; Jack 
Tipton, g. sls. m 
KOA-TV 299,762 100 
Don Searle, exec. v.p. & ¢. m.: Wil- 
liam F. MacCrystall, tv. sls. m. 
Grand KFXJ-TV 10,975 a 
Junction Rex G. Howell, p. & ¢. m.: E. 
Anson Thomas, v.p. chg. els 
Pueblo KCSJ-TV 51,900 — 
Ray J. Williams. p. & g¢. m 
John Henry, sis. m 
CONNECTICUT 
Bridgeport WICC-TV 72,340 — 
Philip Merryman, p. & &. m.; 
Manning Slater, sls. m 
Hartford WGTH-TV 291,299 — 
Fred W. Wagrenvoord, v.p & 
g.m.: William T. Keller. sls. m 
New Britain WKNB-TV 284,169 *— 
Peter B. Kenney, v.p. & £€.m.; 
Erwin B. Needles sls. m 
New Haven WNHC-TV 948,702 155 
Edward C. Obrist, m.; J. Vincent 
Callanan, sis. m 
Waterbury WATR-TV 210,858 — 
Samuel R. Elman, st. & c. m 
DELAWARE 
Wilmington WDEL-TYV 2,051,000 — 
Robert R. Nelson, st. m Glen 
Lau, ¢, m. 
DISTRICT OF COLUMBIA 
Washington WMAL-TV 600,000 —_ 
Frederick S. Houwink, g.m.; Neal 
J. Edwards. sls. m. 
WRC-TY 713,000 150 
Carleton D. Smith, v.p. & ¢. m.; 
Joseph Goodfellow, dir. of sls. 
WTOP-TV 688,800 oo 
George F. Hartford. v.p. for tv.; 
Robert A. J. Bordley, sls. m 


(Continued on page 126) 


New Stations 


KLIX-Tv (11) Twin Falls, Idaho. 
Affiliates: ABC and CBS. Frank C. 
Carman, pres. Northwest-Moore & 


Lund, rep. J. Robb Brady Trust Co., 
50% ; Frank C. Carman, 12.5% ; David 
G. Smith, 12.5%; Grant R. Wrathall, 
12.5%; Edna O. McCrea, 6.25%; 
Edna O. McCrea (with Sharon Powers 
estate) 6.25%. 

KoTa-Tv (3) Rapid City, S. Dak. 
Helen S. Duhamel, pres. Headley-Reed 
Television & Johnson- 
Minneapolis, reps. Helen S. Duhamel, 
98 8/29%; Peter A. V.p., 
10/29%; Leo D. Borin, gen. mgr., 
10/29%; J. Norman Heffron, treas., 
10/29%; Joseph H. Bottum Jr., 


and Bulmer 


Duhamel, 


10/29% ; Marguerite Heffron, 10/29%. 
KCcoR-TV (41) San Antonio, Texas, 
began June 10. R. A. Cortez, pres. 
Richard O’Connell, Inc., rep. W. W. 
Lechner, owner. 
wFRv-Tv (5) Green Bay, Wis. Affil- 
iates: ABC and Du Mont. Clayton 


Ewing, pres.-treas. Headley-Reed Tele- 
13.14% ; 
Meyer 


vision, rep. Clayton Ewing, 
Russell W. Boyda, v.p., 6.78% 


M. Cohen, secy., 6.78%; George Nau 
Burridge, 13.14%; James P. Bu- 
chanan, 6.78%: Wm. H. Zuehlke, 


4.23% ; 
11 others, none with more than 5%. 


6.78%; Alexandre Dawson, 
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Set Count (Cent’d from page 125) 





City Station vhi Uht Color 
WTTG 655,000 _ 
Leslie G. Arries, Jr., ¢. m. 
FLORIDA 
Daytona Beach WMFJ-TV—2 Sept. °55 
Fort WITV 176,000 —_ 
Lauderdale Arthur L. Gray, g. & nat. sls. m. 
Fort Myers WINK-TV 13,809 —_ 
J. Bauer, g. m.; Ken Parke, 
ec. m. 
Jacksonville WJHP-TV 81,000 *— 
T. S. Gilchrist, Jr.. ¢. m.; Willard 
Fraker, sls. m. 
WMBR-TV 453,978 10 
Glenn Marshall, Jr., p.: Charles M. 
Stone, v.p. 
Miami WGBS-TV 134,760 —_ 
Noran E. Kersta mng.d. & c.m. 
wtvi 331,400 65 
Lee Ruwitch, v.p. & g. m.; John 
S. Allen, v.p. chge. sls. 
Orlando WDBO-TV 96,147 as 
Harold P. Danforth, p., g. m. & 
sls. m. 
Panama City WJDM-TV 26,000 _— 
Harry C. Babb, st. m.; Byron Hay- 
ford, sls. m. 
Pensacola WEAR-TV 93,750 — 
Mel Wheeler, p. & g. m.; Milt de 
Reyna, Jr., asst. g. m. 
WPFA-TV 32,500 — 
Charles W. Lamar Jr., p.: George 
Blanford, g. m. & natl. & loc. sls. 
t. WSUN-TV 145,000 _ 
Petersburg Charles L. Kelly, ¢. m.; Bernard 
L. Kobres, tv sls. m. 
Tampa WFLA-TV 185,000 50 
George W. Harvey, g. m.; William 
B. Faber, sls. m. 
WTVT 185,000 — 
W. Walter Tison, g.m. & c. 
West Palm WIRK-TV “a _ 
Beach Joseph S. Field, Jr.. p. & g. m.: 
Sherlee Barish, c. m. 
WINO-TV 271,000 — 
Theodore A. Eiland, g.m. & sls. 
d.- W. F. Housner, sls. m. 
WEAT-TV 231,500 a 
J. R. Meachem, p. & ¢. m.; Ed 
J. Hennessy, g. sis. m. 
GEORGIA 
Albany WALB-TV 45,000 — 
James H. Gray, p.: Tom Still- 
wagon, g. m. 
Atlanta WAGA-TV 462,000 500 
Glenn Jackson, mng. d.; John W. 
Collins, Jr., m. 
WLW-A 131,000 — 
Harry LeBrun, g. m.; Barney Ochs, 
nat. sls. m. 
WSB-TV 485,725 200 
John M. Outler, Jr., g. m.; Marcus 
Bartlett, st. m. 
Augusta WIBF-TV 153,281 50 
Donald M. Kelly, Jr., v.p. g. m. & 
sis. m. 
WRDW-TV 144,600 _ 
J. W. Hicks, g.m. 
Columbus WDAK-TV 136,675 _—_— 
E. F. MacLeod, st. m.; Joe Wind- 
sor, ¢c. m. 
WRBL-TV 176,927 _—_— 
J. W.. Woodruff, Jr.. p. & g. m.; 
George Jenkins, loc. c. m. 
Macon WMAZ-TV 96,284 — 
Wilton E. Cobb, g. m.; Frank 
Crowther, c. m. 
Rome WROM-TV 164 340 
Ed McKay, m.; Chas. Doss, c. m. 
Savannah WTOC-TV 65, 126 
W. T. Knight, Jr.. p. & g. m.;: 
Ben Williams, c. m. 
Thomasville WCTV—6 Summer ’55 
IDAHO 
Boise KBOI 15,650 —_ 
Westerman Whillock, g. m.: Earl 
Glade, Jr., st. & c. m. 
KIDO-TV 41,900 a 
Walter E. Wagstaff, v.p. & g. m.; 


Barry Tucker, sls. m. 
Idaho Falls KID-TV 36, 933 
Cc. N. Layne, g. m.; Claude Cain, 


sls. m. 
Twin Falls KLIX-TV — 
Frank C. McIntyre, v.p. & g.m. 
ILLINOIS 
Bloomington WBLN-TV 113,242 — 
Jerrell Henry, g. m.; John Spahr, 
ec. m. 
Champaign NM CIA 307,000 bg 
C. Meyer, p.: Guy Main, sls. m. 
Chieago WBEM- TV 2 237 900 1,000 


H. Leslie Atlass, v.p. & g. m.: 
Arkedis, sls. m. 
2,071,600 — 
Sterling C. Quinlan, v.p. 
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City Station Vht Unf Color City Station Vhi Uhtf Color 
WGN-TV 2,080,000 Les Ware, g. m.; Otis Cowan, 
Frank P. Schreiber, v.p. & g. m.; ce. m. 
Theodore Weber, sls. d. Hutchinson KTVH 199,012 *— 
WNBQ 2,120,000 phe (Wichita) Howard 0. Peterson, g. m.: E. W. 
Jules Herbuveaux, g. m.; Floyde Dallier, sls. m. 
Beaston, sls. m. Pittsburg KOAM-TV 122,039 — 
Danville WDAN-TV R. E. Wade, g. & sls. m. 
ne © : John D. Bok- Topeka WIBW-TV 488,604 11 
Decatur WTVP 165,000 —— Say g. m.; Hilton Hodges, 
Shaun F. Murphy, st. m.; Dean | Seca ee 
Bafford, acting c. m. | Wichita KAKE-TV 225,000 _ 
Harrisburg WSIL-TV 34,692 — Martin Umansky, ¢. m.; Bryce 
oO. L. Turner, st. m. Bennedict, sls. m. 
Peoria WEEK-TV 231,056 485 KEDD 152,484 —_ 
Fred C. ae g. m.; William Stanley Durwood, p. & &. m.; 
J. Flynn, sis. m. Dean Campbell, sls. m. 
WTVH-TV 231,056 *— 
ee >: a gs. m.; John KENTUCKY 
Quincey KHQA-TV 158,400 —_ Henderson WEHT $41,619 25 
Walter Rothschild, ¢. m.; Paul | Cecil M. Sansbury, g.m.; Charles 
Millen, asst. nat. sls. m C. Palmisano, sls. m. 
WGEM-TV 150,000 c— Lexington WLEX-TV — 
Joe Bonansinga, g. m.; James E. Earl L. Boyles, ex. v.p. & £. m.: 
Muse, c. m. Jim Pennock, sls. m. 
Rockford WREX-TV 256,600 _— Louisville WAVE-TV 166,671 29 
Joe Baisch, g.m.; Al Bilardello, Nathan Lord, g. m.; Ralph Jack- 
_joc. sis. son, ¢. m. 
WTVO 115,000 = =— WHAS-TV 205,544 —_ 
Harold Froelich, ¢.m.; Edward Victor A. Sholis, d.; Albert J. 
Ruppe. sls. m. Gillen, sls. d. 
Rock Island WHBF-TV 295,201 _— 
Leslie C. Johnson, v.p. & g. m.; 7 
Maurice Corken, asst. g. m. & LOUISIANA 
sls. d Alexandria KALB-TV 108,000 _ 
Springfield wIics 103,580 _— Willard L. Cobb, g. m.; Marvin 
Milton D. Friedland, g. m.; War- Reuben, sls. m. 
ren King, loc. c. m. Baton Rouge WAFB-TV 80,000 _ 
Tom E. Gibbens, v.p. & g. m.; 
Ron Litteral, sls. m. 
INDIANA WBRZ 150,000 — 
And. WCBC — t °55 J. Roy Dabadie, g. m. 
aoe, Teee eee * «ncn | takoChates EPEC TV 68, 781 
noha Lemon, g. m.; Norman David Wilson, g. m.; Pelham Mills, 
Cissna, asst. m. & sls. d. . Jr., ¢. & opertns. m. 
Elkhart WSJV-TV 208,139 _ KTAG-TV 62,167 — 
John F. Dille, Jr., p.; John J. William F. MHession, ¢. m.; 
Keenan, c. m. _ Harper Clarke sls. m. 
Evansville WFIE-TV 94,315 _— Lafayette KLFY-TV 45,330 ae 
Ted Nelson, g. m. & natl. sls. m.; W. H. Patton, g.m. 
Jay Sondheim, loc. sls. m. Monroe KNOE-TV_ 221, _ 
WEHT (see Henderson, Ky.) Paul H. Goldman, v.p. & g. m.; 
Fort Wayne WKJIG-TV 132,547 Rote Jack Ansell, Jr., sls. & prom, m. 
Edward G. Thoms, v.p. & g. m.;: New Orleans WDSU-TV 331,991 150 
Carleton B. Evans, c. m. Robert D. Swezey, ex. vp. & 
WIN-T (see Waterloo) | g. m.; A. Louis Read, v.p. & 
Indianapolis WFBM-TV 665,000 250 | ec. m. 
William F. Kiley, ¢. m.; Don WIMR-TV 131,711 121 
Menke, c. m. George A. Mayoral, exec. v.p. & 
WISH-TV 665,000 125 g. m.; Paul Beville, sls. m. 
Robert B. McConnell, v.p.; Robert Shreveport KSLA 50 
F. Ohleyer, sls. =. Don ae. © g. m. : Deane R. Flett, 
Lafayette WFAM-TV 1,500 nat. sls é 
O. E. Richardson, o. % D.; Herbert KTBS-TV— 3. ‘Sept. 1 °SS 
Nelson, m. & sls. m. 
Muncie WLBC-TV 107,250 20 MAINE 
W. F. Craig, v.p. , ome 
South Bend WSBT-TV 206473 25 | Bangor ee ee | ae 


Terre Haute 


Waterloo 


Ames 


Cedar Rapids 


Davenport 


Des Moines 


Fort Dodge 


Mason City 


Sioux City 


Waterloo 


Great Bend 


Neal B. Welch, g. m.; Richard W. 
Holloway, nat. sls. m. 
WNDU-TV—46 August ’55 


WTHI-TV 154,000 _— 
J. M. Higgins, ¢. m.; Ken Wil- 
liams, loc. & rgnl. sis. m. 

WIN-T 139,625 *— 


Ben B. Baylor, Jr., v.p. & g. m.; 
Robert C. Currie, Jr., prog. m. 


IOWA 
WOI-TV 315,600 
Richard B. Hull, st. m.; Robert C. 

Mulhall, sls. m. 
KCRG-TV 116,333 
Wade S. Patterson, g. & sls. m. 
WMT-TV 270,800 
William B. Quarton, ¢g. m.;: Lewis 
Van Nostrand, g. sls. m. 


Wwoc-TV 295,165 — 

Ernest C. Sanders, resident m.; 
Mark Wodlinger, sls. m. 

WHO-TV 302,000 30 


Paul A. Loyet, v.p. & res. m.; 
Harold W. Fulton, sls. m. 

KRNT-TV—8 Aug. ’55 

KQTV 36,812 — 

Edward Breen, p. & g. m.: Max 
Landes, sls. m. 

KGLO-TV 135,932 a 

Herbert R. Ohrt, ex. v.p. & g. m.: 
Walter Rothschild, nat. _ m. 

KTIV 152,835 

Dietrich Dirks, p.; L. L. McCurnin, 
sls. m. 


KVTV 152,835 25 
Robert R. Tincher, v.p. & g.m.; 
Donald D. Sullivan, adv. d. 
KWWL-TV 162,159 200 
R. J. _——, gs. m.; Don E, 

Inman, sls. 
KANSAS 
KCKT-TV 144,350 — 


Poland Spring 


Portland 


Baltimore 


Salisbury 


Adams 
(Pittsfield) 
ston 


Cambridge 
(Boston) 
Springfield 


Leon P. German, Jr., 
ton Chapman. loc. sls. m. 

W-TWO 79,000 _ 

Murray Carpenter, p. & treas.; 
Rudolph Marcoux, bus. m. 


wMTW 272,923 — 

John H. Norton, Jr., v.p. & g. m.; 
Paul Tiemer, sls. m. 

WCSH-TV 164,343 50 

William H. Rimes, mng. d.; Jack 
S. Atwood, st. m. & sls. m. 

WGAN-TV 189,635 100 

Creighton E. Gatchell, v.p. & 


g. m.; Richard E. Bates, sls. m. 


MARYLAND 
WAAM 606,384 —_ 
Ken Carter, g. m.; Armand Grant, 
asst. g. m. & sls. d 


WBAL-TV 606,384 100 

Leslie H. Peard, Jr., sl. m.; F. W. 
Cardall, bus. m. 

WMAR-TV 606,384 99 

E. K. Jett, vp. & tv. d.; Ernest 
A. Lang, c. m. 

WBOC-TV 50,715 —_ 


John W. Downing, p.; Charles J. 
Truitt, v.p., g. m. & sls. m. 


MASSACHUSETTS 

WMGT 175,066 _ 
William P. Geary, m. 

WBZ-TV 1,308,362 64 
W. C. Swartley, ¢. m.; C. H. 


Masse, sls. m. 
WNAC-TV 1,308,000 
Norman Knight, ex. v.p. & g. m.; 


* 


Thomas H. Bateson, sls. serv. 
m. 
WTAO-TV 195,000 —_— 
w 4 Dunlap, g. m. 
WHYN-TV 187 000 
Charles N. DeRose, g. m. Patrick 


J. Montague, c. m. 
wwLe 185,000 12 
William L. Putnam, g. m.; James 
H. Ferguson, Jr., sls. m. 








City 


Worcester 


Ann Arbor 
Bay City 
Cadillac 


Detroit 


Flint 
Grand Rapids 
Kalamazoo 


Lansing 


Marquette 
Saginaw 


Traverse City 


Austin 
Duluth 
(Superior) 


Minneapolis- 
St. Paul 


Rochester 


Columbus 


Jackson 


Meridian 


Cape 
Girardeau 
Columbia 
Hannibal 
Jefferson City 
Joplin 


Kansas City 


St. Joseph 


St. Louis 


Station Vhi Unt Color 
WWOR-TV 104,332 — 

Ansel E. Gridley, vp. & §&. m.; 
Leonard V. Corwin, c. m. 


MICHIGAN 
WPAG-TV 25,000 _ 


Edward F. Baughn, v.p. & g. m.; 
Kenneth MacDonald, sls. m. 


WNEM-TV 312,555 75 

Harry E. Travis, ¢. m.; James 
Gerity, Jr.. p. 

wwtv 299,546 


David F. Milligan, g¢. m.; John F. 
Cundiff, sls. m. 

CKLW-TV 1,496,000 _ 
J. E. Campeau, p. & g. m.; E. 
Wilson Wardell, gen. sis. m. 
W4IBK-TV 1,553,277 450 
Bill Michaels, mng. d.; Maurice 

McMurray, nat. sls. m. 
WWs-TV 1,530,000 300 
Edwin K. Wheeler, ¢. m.; Don 

DeGroot, asst. g. m. 

WXYZ-TV 1,503,000 
James G. Riddell, p. & g. m. : John 

F. Pival, v.p. chge. tv. 
WJIRT—12 Summer ’55 
WOOD-TV 536,003 150 
Willard Schroeder, g. m.; Arthur 

M. Swift, gen. sls. m. 
WKZO0-TV 583,500 200 
Carl E. Lee, v.p. & mong. d.; 

Donald W. Desmit, sls. m. 
WJIM-TV 431,800 _ 1,000 
Harold F. Gross, p. & g. m.; Rich- 

ard E. Nason, oprtns. d. 
WTOM-TV 60,820 ones 
Thomas B. Shull, p. & m.; Gregory 

Christion, sls. m. 
WAGE-TV-—6 August ’55 
WENX-TV 140,000 6 
Howard H. Wolfe, st. m.; Robert 

M. Chandler, sls. m. 

WPBN-TV 412,743 
John Anderson, st. m.; R. E. Det- 
wiler, sls. m. 


MINNESOTA 

KMMT-TV 54,515 

Gene > a m.; Don E. Inman, 
sls. 

KDAL‘EV 110,000 

Dalton Le Masurier, g. m. Odin 


WDSM-TV 108,500 
Rodney A. Quick, v.p. & g. 
Thomas Gavin, sls. m. 
KSTP-TV 615,000 
Stanley E. Hubbard, p. & g. 
Marvin Rosene, gen. sls. m 
wcco-TV 584,310 
F. Van Konynenburg, exec. v.p. 
g.m.; Robert N. Ekstrum, sls. 
&. 


gf 


FH : 


WTCN-TV 584,310 

Miller C. Robertson, v. p. & 
David Cole, tv sls. m. 

KEYD-TV 585,000 

Lee L. Whiting, v.p., g. m. & sls. 
m.; Raymond J. Tenpenny, asst. 
g. m. 

KROC-TV 164,668 — 

Williard Lampman, st. m.; War- 
ren L. Miller, gen. sls. m. 


MISSISSIPPI 
WCOBI-TV 17,000 
Bob McRaney, g. m.; Joseph Car- 
son, st. m. 
WLBT 130,000 25 
Fred Beard, m.; Frank Gentry, 


ec. m. 

WwsTv 118,000 a= 

Owens F. Alexander, m.; Bill 
Carlier, sls. m. 

WTOK-TV 60,000 

Robert F. Wright, p. & g. 
William B. Crooks, v.p. & c. 


MISSOURI 

KFVS-TV 116,200 a 

Robert O. Hirsch, st. m.; Jack 
Ramey, sls. m. 

KOMU-TV 77,360 a 

Claude F. Ratliff, Jr., st. m.; John 
O. Conwell, sls. m. 

KHQA-TV (see Quincy, Il.) 

KRCG-TV 116,075 —_ 

Betty C. Handy, p. 

KSWM-TV 90,558 12 

Austin A. Harrison, p.; D. T. 
Knight, loc. sls. m. 

KCMO-TV 494,323 124 

E. K. Hartenbower, g. m.; S. B. 
Tremble, ¢. m. 

KMBC-TV 494,323 110 

John T. Schilling, v.p. & g. m.: 
George J. Higgins, v.p. & sls. m. 

WDAEF-TV 494,323 124 

Wm. A. Bates, st. m.; E. Manne 
Russo, sls. m. 

KFEQ-TV 137,393 — 

Glenn G. Griswold, asst. & g.m. & 
ce. m. 

KSD-TV 785,162 65 

George M. Burbach, g. m.; Guy 
E. Yeldell, sls. m. 


(Continued on page 128) 
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Primary 
fi Affiliate 
Serving 


SOUTH BEND-ELKHART 


Here’s WNDU-TV's all UHF market 
FAMILIES... 206,600 
RETAIL SALES... $783,927,000 
EOSIN GE a 169,000 UHF equipped 








An “ISLAND” Market . . . in an exclusively UHF area. 
FIRST in per capita income in Indiana 
SECOND largest population in Indiana 
THIRD highest home ownership in U.S. 


Call MEEKER TV for Availabilities! 
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City Station Vhi Unt Celor 
KTVI 346,354 a 
John D. Scheuer, Jr., ex. v.p. & 
g. m.; James R. Bonfils, loc. 
sls. m. 
KWE-TV 725,000 500 
Robert T. Convey, p. & &. m.; 
V. E. Carmichael, v.p. & sls. d. 
Sedalia KDRO-TV 57,000 _- 
H. W. Brandes, g. m.; Jimmy 
Glenn, sls. m. 
Springfield KTTS-TV 65,987 10 
G. Pearson Ward, v.p. & g. m. 
KYTV 81,530 — 
R. L. Stufflebam. co-mgr. & sls. 
m.; Carl Fox, co-mer. 
MONTANA 
Billings KOOK-TV 22,000 _— 
Vv. V. “Bud” Clark, g. m.; John 
H. Conner, c. m. 
Butte KXLF-TV a 
E. ie Craney, p.;: Jim Manning, 
Great Falls KFBB-TV 22,5008 
J. P. Wilkins, g.m.; W. C. Blanch- 
ette, c. m. 
Missoula KGVO-TV 20,000 
A. J. Mosby, p. & m.; Hugh Bader. 
sls. m. 
NEBRASKA 
bf e KHOL-TV 68,764 — 
(Kearney) Jack Gilbert, st. m.; Al McPhil- 
lamy, els. m. 
Lincoln KOLN-TV 127,629 — 
A. James Ebel, st. m.; Thomas L. 
Young, sls. m. 
Omaha KMTV 302,935 150 
Owen Saddler, ex. v.p. & g. m.; 
Arden Swisher, ¢. sls. m. 
WOW-TV 307,884 ‘_— 
Frank P. Fogarty, v.p. & g. m.; 
Fred Ebener, sls. m. 
Seottsbluff KSTF ——_ _ 
William C. Grove, g. m.; C. P. 
Cahill, c. m. 


YOU GET 


1,000,000 WATTS 
# 


17 COUNTY COVERAGE 
IN N. E. PENNSYLVANIA 


s 
NBC BASIC BUY 

* 
FASTEST NEWS SERVICE 


TO COMMUNITIES 
OF AREA 


. 
ENGINEERING 
KNOW-HOW 

* 
NBC-RCA COLOR 

c 


BEST PICTURE 
. 





-TV Ch. 28 


Wilkes-Barre, Pa. 


National Rep. The Headley-Reed Co. 





City Station Vht Unt Color | Qty Station vht Unt Color 
NEVADA | Durham WTvVD 245, 000 
Henderson KLRJ-TV 29,000 é | 7s ee. &: See Thomp- 
= Seae gs. m.; Pat Burke, Cities WEMY-TV 323,560 e . 6s 
Las Vegas KLAS-TV 28,280 a ae: Sees 
a ae B- 2 © m.; Marian 6 ville WNCT 109,450 
_——n KZTV 19,680 A. Hartwell Campbell, g. m.; : John 
G. Clark, Jr., c. m. 
a = Fm 9 m.; Richard Colon, leigh WNAO-TV 124,440 20 
John H. Bone, g. m.; Earl Welde, 
7 c. m. 
ew BAnTCES Wilmington WMFD-TV 72,500 _ 
Manchester WMUR-TV 1,031,450 _ R. A. Duniea, Jr.. m.; Claud 
=. A. Gittleson, ex. vp. & O’Shields, sls. m. 
gs. m.; Gordon E. Moore, sls. m. Winston- WSIS-TV 280,212 110 
Mt. Washing- WMTW (see Poland Spring, Me.) Salem Harold Essex, g. m.; Harry B. 
ten Shaw, sls. m. ose 
ur , WTOB-TV ’ — 
NEW canes John G. Johnson, g. m. 
Newark WATV 4,730,000 — . 
Irving R. Rosenhaus, p. & g. m.; NORTH DAKOTA 
William Crawford, sls. d. Bismarck KFYR-TV 28,250 _ 
F. E. Fitzsimmonds, ex. v-.p.; 
" A. L. Anderson, sls. m. 
savetnameanes Fargo WDAY-TV 80,000 _ 
Albuquerque KGGM-TV 58,197 _ Jack Dunn, st. m.; Tom Barnes, 
A. R. Hebenstreit, p.; George sls. m. 
Morgan, c. m. KXJB-TV (see Valley City) 
KOAT-TV 58,166 _ Minot KCJB-TV 30,120 
Ted L. Snider, st. m., Mel Drake, John W. Boler, p. & &. m.; Her- 
gen. sis. m. man Burkart, c. m. 
KOB-TV 58,197 _ Valley City KXJB-TV 80,000 
Wayne Coy, p. & g. m.: Rolf S John W. Boler, p. & g. m.; Wm. L. 
Nielsen, tv sls. m Hurley, v.p. chge. sls. 
Roswell KSWS-TV 28,318 OHIO 
John A. Barnett, o. & g. m. Paul 
B. McEvoy, sls. d. Akron WAKR-TV 174,066 _ 
S. Bernard Berk, p.; Roger G. 
NEW YORK ee «& a. po 
r la WICA-TV _ 
Albany WROW-TV 175,000 =— | Ashtebule = ohn A. Colin, g. m.; Donald 
ey al Thomas > Murphy, g. m.; Harry Fassett, bus. m. 
tady-Trey) _ L. Goldman. st. m. incinnati © WCPO-TV 724,140 _- 
Binghamton WNBF-TV_ 334,090 20 _ Glenn Clark Miller, asst. g. m.; 
George R. Dunham, ¢g. m.; Andrew L. (Chick) Doty, sls. é 
G. Hubbell, tv. sis. m. WKRC -TV %67,728 2 
Bloomingdale WIRI 85,540 —_ David G. Taft, ex. v.p. & g. La 
(Lake Placid) = F. "e p. & g.m.; Al La Robert T. Schlinkert, g. sls. m. 
France, sis. m. WLW-T 525,000 92 
Buffalo WBEN-TV 467,649 200 R. E. Dunville, p.; Robert Boul- 
George R. Torge, st. m.; Nicholas ware, st. m. 
J. Malter, sls. m. Cleveland WEWS __ 1,095,640 
WBUF-TY 170,000 —y James C. Hanrahan, g. m. Jobn 
~~ L. —, ex. v.p.; Bob H. Foley, loc. sls. m. 
rennan, sls : WNBK _ 1,200,000 107 
WGR-TV 919, 910° 246 Lloyd E. Yoder, g. m.; Theodore 
Joseph J. Bernard, v.p. & g.m.; H. Walworth, Jr., tv sis. m. 
Ollie Howard, icl. sls. m. *Incl. WXEL 1,100,460 — 
Canadian total. Franklin C. Snyder, mng. d.; R. C. 
Carthage WCNY-TV 67,950 _ Wright, c. m. 
(Water- James W. Higgins, st. d.; Alfred Columbus WBNS-TV 455,142 —_ 
town) M. Tauroney, sis. m. Richard .A. Borel, tv d.; Robert 
Kingston WKNY-TV 35,200 = D. Thomas, sls. m. 
Robert M. Peebles, v.p. & €. m.; WwLW-C 350,800 _— 
Robert L. Sabin, v.p. James Leonard, v.p. & £€. m.; 
New York WABC-TV 4,730,000 Charles Dodsworth, sls. d. 
Ted Oberfelder, g¢. m.; Lawrence WTVN-TV 381,451 om 
L. —, sls. m. Joseph W. McGough, g. m.; Rob- 
WABD 4,730,000 3,000 ert C. Wiegand, asst. g. m. 
George L. BarenBregge, st. m. & Dayton WHIO-TV 637,33 — 
sls. m. Robert H. Moody, g. m.; Walter 
WATV (see Newark) E. Wolaver, ¢c. m. 
WCBS-TV 4,730,000 3,000 WLW-D 331,000 — 
Sam Cook Digges, g. m.; Frank H. Peter Lasker, v.p. & g. m.; 
Shakespeare, sls. m. George Gray, c. m. 
WOR-TV 4,730,000 — Lima WIMA-TV 76,211 — 
Gordon Gray, g. m.; Charles Phil- Robert W. Mack, v.p. & g. m.; 
ips, sls. m. . B. Heller, sls. m. 
WwPrx 4,730,000 Steubenville wstv. TV 1,083,900 — 
Fred M. Thrower, g¢. m.; John A. John J. Laux, exec. v.p. & g. m.; 
Paterson, sls. m. Joseph M. Troesch, asst. g. m. 
WRCA 4,730,000 3,000 Toledo WSPD-TV 374,910 90 
Hamilton Shea, g. m.; Jay J Allen L. Haid, v.p. & mng. 4.; 
Heitin, sls. m. Bill Ashworth, nat. sls. m. 
Rochester WHAM-TV 362,000 2 ome Youngstown WFMJ-TV 149,000 100 
William Fay, v.p. & g. m.; John William F. Maag, Jr., D.: Mitch 
_W. Kennedy, Jr., gen. sis. m. Stanley, st. m. & sls. 
WHEC-TV 295,500 ase WKBN-TV 151, 168 100 
C. Glover DeLaney, v.p. & g. m.; W. P. Williamson, Jr., p. & g. m.; 
LeMoine C. Wheeler, sls. m. J. L. Bowden, st. d. 
WVET-TV 295, Zanesville WHIZ-TV 45,000 _ 
Ervin F. Lyke, p. & m.; Allan Land, mng. d.; Nate Milder, 
Arthur Murrellwright, ~ m. sls. d. 
Schenectady WRGB toe 
(Albany- ae st. m.; Rob- OKLAHOMA 
ert F. Reid, sis. m y 
THEN-TY S67.01e" Ada KTEN 182,000 _ 
Syracuse ne ge vd 367,910 650 Bill Hoover, v.p. & g. m.; Brown 
= danti, vp. & §. m.; Morris, sec. treas. & st. m. 
eee Tiansien, @. we. Enid KGEO-TV 265,421 
- 7 es 
_ = oe 367,910 300 George Streets, ¢.m.; Tom Belcher, 
. R. Vadeboncoeur, p. & g. m le. ma. 
Uti wary On 165.000" 7S in | Gein KSWO-TV 68,350 uit 
an ; 0 P. N. Goode, comptroller; Ross B. 
Michael C. Fusco, g. m. & sls. m. Baker, g. m 
. . Muskogee KTVX 248,750 a 
NORTH CAROLINA . L. A. Blust, Jr.. vp. & g. m.; 
Asheville WISE-TV 40,000 — Ben Holmes, nat sls. d. 
Harold H. Thoms, g. m.; Joseph Oklahoma KTVQ 167,381 — 
J. Master, c. m. City R. Mack Lester, g.m.; Ray Wilson, 
WLOS-TV 324,800 ¢. m. 
Charles B. Britt, ex. v.p.; Bradley KWTV 315,000 100 
H. Roberts, c. m. Edgar T. + g. m.; Fred L. 
Charlotte WBTV 491,159 64 Vance, sls. 
Charles H. Crutchfield, ex. v.p. & WKY-TV 334, ,860 118 
g. m.; Wallace J. Jorgenson, gen. P. A. Sugg, ex. v.p. & st. m.; 


sls. m. 


John Haberlan, nat. c. m. 



































City Station Vhi Unt Color | City Station vat Unt Color wity Station Vhi Unt Color 
Tulsa KOTV 281,588 ed SOUTH CAROLINA Harlingen KGBT 72,983 —_— 
C. Wrede Petersmeyer, p. & ¢. m.: Troy McDaniel x, m.: Ingham 8. 
Jim Richdale, c. m. Anderson WAIM-TV anaes Roberts, c 
KV0O-TV 248,000 100 Glenn P. Warnock, g. m. Fisher Heuston KGUL-TV (see ; 
Cc. B. Akers, g. m.; John Devine, Darden, m. KPRC-TV 415,000 100 
¢. m. Charleston WCSC-TV 187,851 _—_— Jack Harris, v.p. & ¢. m.: Jack 
Roland Weeks, m. & nat. sls. m. McGrew, asst. m. & ¢. m 
Ralph E. Thornley, rgnl. sls. m. KTRK-TV 415,000 200 
WUSN-TV 174,602 — Willard E. Walbridge, ¢. m.: Bill 
OREGON J. Drayton Hastie, p.; Phil Porter- Bennett, ¢. m. 
field, nat. sls. m. Longview KTVE 418,000 — 
Eugene KVAL-TV 54,000 —_ Celumbia WCOS-TV 82,000 —_ Barre Monigold, st. m.: A. James 
S. W. McCready, ¢. m.; Glenn Chas. W. Pittman, p. & g. m.; Henry, g. m. 
Nickell, sls. m. Wayne Poucher, sis. m. KLTV (see Tyler) 
Klamath Falls KFJI1-TV—2 Summer ’55 WIs-TV 167,334 _ Lubbock KCBD-TV 82,322 omy 
Medford KBES-TV 27,750 os Charles A. Batson, mng. d.; Law Joseph H. Bryant, p. & ¢. m.; 
Jerold R. Poulos, m.; Edward Epps, sis. m. George L. Tarter, c. m. 
Barnett, c. m. WNOK-TV 2,000 a KDUB-TYV 82,322 _ 
Portland KOIN-TV 340,000 50 H. Moody McElveen, = g. m. & W. D. (Dub) Rogers, p.: George 
C. Howard Lane, v.p. & mneg. 4.; sls. m. R Collie. nat. sis. m 
John Palmer, nat. sls. m. Florence WBTW 125,320 — Lufkin KTRE.TV—9 August "55 
KPTV 270,198 150 J. William Quinn, mng. d.; John Midland KMID-TV 54,000 am 
Russell K. Olsen, mng. d.; Charles | H. Brock, loc. sis. m. Ray Herndon, g.m.: Lambert Cain, 
R. White, sls. m. | Greenville WFBC-TV 443,850 ce. m. 
KLOR 286,000 = B. T. Whitmire, m.; R. Q. Glass, San Angelo KTXL-TV 41,2413 —_ 
S. John Schile, g. m.; Jack Was- Jr., ¢ m. J. H. Hubbard, g.m.; George Olsen, 
son, loc. sls. m. WGVL-TV 125,000 _ ec. m. 
Ben K. McKinnon, v.p., g¢. m. & San Antonio KENS-TV 256,610 34 
sls. m. Albert D. Johnson, ¢. m.; Wayne 
Kearl, ¢. sis. m. 
PENNSYLVANIA WOAIL-TV 256,610 q 
SOUTH DAKOTA James M. Gaines, v.p. & ¢€. m.; 
Altoona WFBG-TV 496,528 — | Ed V. Cheviot, c. sls. m 
Jack Snyder, mng. d.; George | Rapid City KOTA-TV ——— KCOR-TV ~— 9 _ 
Burgeon, oper. m. >. —— gs. m.; William ¥. Ws Seeene, vp. &¢.m.; R.A 
Bethl - a rner us. m ortez. Jr., c. m 
— EO a ee a | ee «26eee sare — | Temple KCEN-TV 121,086 me 
J. R. Gulick, nat. sls. m. | Joseph L. Floyd, p.; E. A. Nord, Harry Abbott, st. m.; Burton 
Easton WGLV 106,144 — | g. m. __Bishop, g. m. 
J. R. Porterfield, g. m.; Nelson S. | Texarkana KCMC-TV 136,230 a 
Rounsley, bas. m. | (Tex.-Ark.) Walter M. Windsor, ¢. m. & c. m. 
Erie WICU 218,550 150 | TENNESSEE Tyler KLTV 90,107 — 
Ben McLaughlin, g. m.; Karl R. 2 Marshall H. Pengra, ¢. m 
Sine & i, | Chattanooga WDEF-TV 140,545 _— Waco KANG-TV 50,269 — 
WSEE 74,000 om Harold E. Anderson, ¢. m.; Otis Bob Walker, st. m.; Chas. L. 
Charles E. Denny, g. m.; Don | H. Segler, sis. m. _ Howell, asst. m 
Boyce, ¢c. m. Jackson WDXI-TV 89,786 — KCEN-TV (see Temple) 
Harrisburg WCMB-TV —_—— =x | Aaron B. Robinson, p. & g. m.; KWTX-TV 71,250 _— 
Ed K. Smith, g. m. Jack Murphy, sls. m. M. N. Bostick, v.p. & ¢. m.: Mack 
WHP-TV 193,002 aa, Johnson City WJHL-TV 168,123 —_ Brinegar, tv sls. m. 
A. K. Redmond, g. & c. m. W. H. Lancaster, Jr., v.p. & g. m. Weslaco KRGV-TV 62,000 _— 
WTPA 193,002 at Knoxville WATE-TV 194,430 Byron W. Ogle, tv d.; Jack Keasler, 
David J. Bennett, g. m.; Allen P. W. H. Linebaugh, ¢. m.; John T. ¢. m. 
Solada, sls. m. McCloud, c. m. (Continued on page 130) 
Johnstown §WARD-TV —. WTSK-TV 101,890 30 
Robert R. Nelson, g. m. John A. Engelbrecht, p. & g. m. 
WJAC-TV 878,121 290 _& sis. m. 
Alvin D. Schrott, g. m.; John H. Memphis WHB@-TV 354,733 — 
Hepburn, sls. m. | John Cleghorn, v.p. & g. m.; L. O. 
Lancaster WGAL-TV 912,950 30 | Dobson, sls. d. 
Harold E. Miller, st. m.; Leroy K. | wMCT 349,043 65 
Strine, c. m. H. W. Slavick, g. m.; Earl More- 
Philadelphia WCAU-TV 2,094,852 © sie land, asst. m. tv opertns. 
4 Donald W. a p. &g.m.; | Nashville WSIX-TV 243,200 — 
Robert M. McGredy, tv. sls. m. R. D. Stanford, Jr.. p. & g. m.; 
WFIL-TV 2,043,972 1,000 | E. S. Tanner, tv. c. m. 
Roger W. Clipp, ¢. m.; Kenneth | WSM-TV 247,040 60 
W. Stowman, gen. sls. m. John H. DeWitt, Jr. p.; Irving 
WPTZ 2,088,318 375 Waugh, c. m. 
R. V. Tooke, g. m.; Alexander W. Old Hick WLAC-TV 252,361 — 
Dannenbaum, Jr., c. m. (Nashville) T. B. Baker. Jr.. ex. v.p. & g. m.; 
Pittsburgh KDKA-TV 1,134,110 100 W. W. (Bill) Walker, Jr., c. m 
Harold C. Lund, g. m.; Lloyd G. 
Chapman, sls. m. TEXAS 
WENS 475,000 = 
Larry H. Israel, v.p. & g. m.;: ; low cost... 
Donald P. Menard, sls. m. | Abilene KRBC-TV 54,090 — * 
Reading WEEU-TV 95,000 | John. Kelly. st. m.; Forest Lane, flexible 
Thomas E. Martin, ex. v.p.; K. nes. Gs. Mm. 
Richard Creitz, rad. tv sls. d. Amarillo KFDA-TV = 72,214 <p 
WHUM-TY | kee 219,870 - = ee 8. aS Bee Hayslett, One of the largest 
. ye r : . 
Reuschle, nat. ae, oa. KGNC-TV 72,214 suppliers of tem- 
Seranton WARM-TV 225,000 te ~— Watson, m.; Bill Clarke, as lighti 
William Dawson, v.p. & g. m.; Z porary lighting 
Sam Weleenbense. ale. i. | Austin KTBC-TV 118,728 10 facilities any- 
WGBI-TV 250,000 —_ J. C. Kellam, g. m.; O. P. (Bob) i 
Robert B. MeDowell, of. m.:George Bobbitt, sls. m. where in the U.S. 
D. Coleman, nat. sls. m. Beaumont KBMT 47,000 — and Canada 
— _ KFDM-TV 101 —** mS : 
Thomas W. Jones, g. 3 ‘ , a : 
Rg mM cell cee C. B. Locke, ex. v.p. & s. m.; Rental equipment 
Wilkes-Barre WBRE-TV 260,000 100 M ott . Johnson, opr. ec. m. H ; 
David M. Baltimore, v.p. & g. m.; Big Spring KBST-TV—9 August '55 Service lnctudes 
Ernest Lewis, sls. m. oe 1g ge a’ s "7 500 aa installation and 
WILK-TV 265,000 Guan 7 8 - WwW. u mith, €. m. 
Roy E. Morgan, ex. v.p.; Thomas | Williams, c. m. removal at one 
$ P. Shelburne, m. d. Dallas RLD-TV 481,489 150 low cost. 
York ae 97,000 —_ (Ft. Worth) _ M. Flynn, st. m.; W. A. 
ic . Burg, st. m. & prog. d.; Roberts, asst. ¢. m. che. sls. . 
Robert M. Stough, sls, m. WFAA-TV 431,489 150 free estimates 
WSBA-TV 97,000 — Ralph Nimmons, st. m.; Mike r 
Louis J. Appell, Jr., p.; C. L. Shapiro, c. m. Write for Free 
Doty, v.p., g. m. & c. m. KFJZ-TV—11 Aug. 55 A Catalog of Equipment 
| El Paso KROD-TV = 73,721 — 2 WS 
| Veg Saeeeee, v.p. & g. m.; Dick 
atts, gen. sls. m. 
a | KTSM-TV 69,472 oo tg A. FROST 
Providence WJAR-TV 1,404,002 } Karl O. Wyler, p. & g. m.; Roy 
Peter B. James, st. m.; Ed Bos: | 7 Sees, 5a & Me. @. Department TA 
hosian, sls. m. | Fort Worth WBAP-TV 484,000 325 234 Pi A 
WNET-TV 103,250 — | (Dallas) George Cranston, st. m.; Roy iquette Ave. 
Abraham Belilove, v.p.; E. James | Bacus, c. m. Detroit 2, Michigan 
McEnaney Jr.. g. m. & c. m. | Galveston KGUL-TV 406,400 
WPRO-TV 1,404,002 — | Paul E. Taft, p. & g. m. Robert 
William S. Cherry. Jr.. p. | S. Wilson, ¢. sls. m. 
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Set Cou NE (Conr'd from page 129) | 


City 


Wichita Falls 


Salt Lake 
City 


Montpelier 


Hampton 
Harrisonburg 


Lynchburg 


Newport 
News 
Norfolk 


Richmend 


Pasco 


Seattle 
(Tacoma) 


Spokane 


Tacoma 
(Seattle) 


Yakima 
(Pasco) 


Charleston 








Station Vhi Unt Color 
KFDX-TV 96,690 15 
Howard H. Fry, v.p. & g. m.; 
George Craig, loc. sls. m. 
KWFT-TV 94,130 — 
Kenyon Brown, p. 
UTAH 
KSL-TV 171,100 128 
D. Lennox Murdoch, v.p. & m.; 
Edward B. (Ted) Kimball, g. 
sls. m 
KTVT 174,100 128 


G. Bennett Larson, p., ¢. m. & 
sls. m. 

KUTV 181,500 

Brent Kirk, st. m. & 


sis. m. 


VERMONT 


wMVT 136,241 — 
Stuart T. Martin, v.p. & g. m.; 
John A. Dobson, sls. m 


VIRGINIA 


WVEC-TV (see Norfolk) 
WSVA-TV 112,363 
Frederick L. Allman, 
ard C. Evans, sls. m. 
WLVA-TV 225,000 
Philip P. Allen, v.p. & g. m. 
Joseph F. Wright, Jr., c. m. 


g. m.; How- 


WACH-TV (see Norfolk) 

WACH-TV 137 500 

H. A. Seville, g. m.; Tiny Hutton, 
sls. m. 

WTAR-TV 363,658 50 

Campbell Arnoux, p. & g. Mm.; 
Robert M. Lambe, gen. sls. m. 

WVEC-TV 410,000 110 

Thomas P. Chisman, p. & g. m.; 
Harrol A. Brauer, Jr., v.p. & 
sls. d. 

WTVR 191,627 300 


Wilbur M, Havens, g. m. & c. 


m.; Walter A. Bowry, Jr., asst. 
g. m. & asst. sls. m. 
WSLS-TV 353,133 50 


James H. Moore, ex. v.p.; Horace 
Fitzpatrick, asst. & c. m. 


WASHINGTON 


KVOS-TV 183,539 
Rogan Jones, p.; Fred Elsethagen, 
sls. m. 
KEPR-TV +e 
Thomas C. Bostic, v.p. & 
H. R. Cary, sls. m. (Satellite « of 
KIMA-TV, Yakima) 
180 


— 


KING-TV 435,100 

Otto P. Brandt, v.p. & g. m.; A 
P. Hunter, c. m. 

KOMO-TV 435,100 

W. W. Warren, v.p. & g. m.; 
Baker, v.p. & c. m. 

KHQ-TV 125,170 20 

Richard O. Dunning, p. & g. m.; 
John H. Pindell, c. m. 

KXLY-TV 114,702 

Richard E. Jones, v.p. & g. m.; 
Robert Struble, sls. m. 

K -TV 120,139 


Louis Wasmer, owner; Robert H. 
Temple, m. 

KTNT-TV 435,100 180 

Len Higgins, m.; Carino, 
ec. m. 

KTVW 435,280 _— 


Roger D. Rice, st. & g. sis. m. 
KIMA-TV 52,321 
Thomas C. Bostic, v.p. & g.m.; 
H. R. Cary, sls. m. 
WEST VIRGINIA 
WCHS-TV 423,234 
John T. Gelder, Jr., 
L. Sinclair, Jr., 
WSAZ-TV 


gs. m.; John 
sls. m. rad.-tv 
(see Huntington) 











scnite 


Hollywood 


Professional 16mm Sound-On-Film Motion 
Picture Cameras for Television Newsreels, 
Commercials and Kinescope Recording off 
the TV picture tube. Write for free catalog. 


BERNDT-BACH, Inc. 


983 No. Mansfield Ave., Hollywood 38, Calif. 


SINCE 
1931 








July 1955, 


Television Age 


ucavevegvennernevesusvevenvevanuevennsveencantevannecen 


Socko 


Tomorrow’s Champions, popu- 





lar local origination on WAVE- 
tv Louisville, features a card of 
local amateur boxers. A few 
nights ago a middleweight boxer 


failed to put in an appearance. 
Frank Miller, prop man for the 
station, volunteered to take his 
place. Miller scored the 
knockout of the evening—and in 
the first round. Says Tom Mc- 
Fadden, NBC Spot Sales vice 
president (NBC represents the 
station), “That seems to prove 
that WAVE-TV is a station with 


only 








a sock.” 
City Station vhf Unt Color 
Huntington WCHS-TV (see Charleston) 

WSAZ-TY 577,773 


Lawrence H. Rogers, v.. & g. m.; 
Robert E. White, sls. m. 

WHTN-TV—13 Summer °55 

WOAY-TV 306,000 

Robert R. Thomas, Jr., o. & g. m.; 
James Pridemore, prdn. & sis. 


m. 

WTAP 35,902 

Milton F. Komito, st. m.; 
Burns, sis. m. 

WTRE-TV 310,000 82 

Robert W. Ferguson, ex. v.p. & 
g. m.; H. Needham Smith, sls. 
m. 


Oak Hill 
(Beckley) 


Jerry 


Parkersburg 


Wheeling 


WISCONSIN 

WEAU-TV 82,150 

Leo Howard, g. m.; Richard Kep- 
ler, st. m. 

WBAY-TV 235,000 

Burke Farquhar, st. m.; 
C. Nelson, sls. m. 

WMBV-TV (see Marinette) 

WFRV-TV — 
Clayton Ewing, p.; John Schulz, 
st. m. 

WKBT 

Howard Dahl, 
Morrison, Jr., 

WKOW-TV v 

Ben F. Hovel, g. m.; 
Loomer, sls. m. 

WwMTV 75,000 

Morton J. Wagner, st. m. & sls. m. 

WMBV-TV 211,440 — 

Joseph D. Mackin, ¢. m.; William 
R. Walker, tv. m. 

wx 398,255 ae 

Edmund C. Bunker, sta. m.; Theo- 
dore C. Shaker, sls. m. 

WIMS-TV 774,803 220 

Walter J. Damm, g. m., tv. & rad.; 
Neale V. Bakke, sls. m. 

witvw 


Eau Claire 


Green Bay 2 — 
obert 


La Crosse 


Marinette 
(Green Bay) 


Milwaukee 


I. E. Showerman, g. m.; L. A. 
Larson, sis. m. 

KDAL-TV (see Duluth, Minn.) 

WDSM-TV (see Duluth, Minn.) 

WSAU-TV 67,800 me 

George T. Frechette, v.p. & g. m.; 
Richard D. Dudley, asst. g. m. 
& c. m. 


WYOMING 
KFBC-TV 49,000 
Wm. C. Grove, g. m.; Charles P. 

Cahill, c. m. 


ALASKA 
KENI-TV 15,500 
Jack D. Ellison, g. m.; James ¢. 
Duncan, sls. m. 

KTVA ,000 

A. G@. Hiebert, p. & g. m. 
KFAR-tVv ——— 
James G. Duncan, g. m. & chf. 
-; Phil Howarth. sls. m. 


Superior 


Wausau 


Cheyenne 


Anchorage 


Fairbanks 


500 _ 
. Welch, m.; William J 
Hunt, c. m. 
HAWATI 
KHBC-TV 77,500 _ 
J. Howard Worrall, p. (Satellite 
of KGMB-TV, Honolulu) 


Hilo 





Wall St. (Cont'd from page 113) 


property and contains approximately 
235,000 square feet. 

The major stockholders in Trav-Ler 
are Joe Friedman, 
treasurer, owning 207,333 or 25.9% 
of the outstanding shares. Jeanette 
Friedman, a vice-president and direc- 
tor, owns 90,426 shares or 11.9% of 
the outstanding stock. An additional 
33,600 shares, or 4.4% are held in 
for the children of Joe and 
Jeanette Friedman. The company has 


president and 


trust 


issue of one million 
stock of which 
761,995 shares are outstanding. 


an authorized 


shares of common 

The Trav-Ler bonds bear purchase 
warrants. One purchase warrant ac- 
companies each $500 debenture and 
two warrants go with each $1,000 
debenture. 
holder to subscribe for and purchase 
fifty fully paid and 
shares of common stock of the com- 
pany at a price of $4 per share up to 
May 15, 1967. 


Each warrant entitles the 


non-assessable 














High-Low Last 
Stock 1955 Quote* 
ABC-UPT 31%4-22% 291% 
ADMIRAL 30%4-23% 23% 
AVCO 8%4- 6% 7 
CBS 32 -27 28 
DU MONT 17%-13%4 15% 
EMERSON 163-1334 14% 
GENERAL ELECTRIC 56% -4614 55% 
HOFFMAN 3156-25 261% 
MAGNAVOX 37%-23 34% 
MOTOROLA 60%, -444%4 57% 
PHILCO 43%6-35% 42% 
RCA 5534-36% 52% 
RAYTHEON 25%4-18 23% 
SYLVANIA 49%-41 47% 
WESTINGHOUSE 834%4-67% 70% 
ZENITH 134 -86 121 
* As of the close, June 22, 1955 
Over-the-Counter Stecks 
Bid-Asked** 

CONSOLIDATED TV 20 -21 
GUILD FILMS 41%4- 41% 
OFFICIAL FILMS 2%- 3% 
STORER BROADCASTING*** 27%-28% 


** As ofthe close, June 23, 1955 
*** Scheduled to go ‘‘on the big board” July 5 





City Station Vht Uhf Color 





KGMB-TV 97 500 — 
C. Richard Evans, v.p. & g. m.; 
Ralph Davison, Jr., sls. m. 
KONA 71,192 
John D. Keating, p. & g. m.; 
James A. Wethington, sls. m. 
KULA-TV 72,500 
Jack A. Burnett, g. m.;: 
Warren, g. sls. m. 
KMAU 77,500 = 
J. Howard Worrall, p. (Satellite of 
KGMB-TV, Honolulu) 


PUERTO RICO 
WAPA-TV 43,345 
Delfin Ferrrandez, ¢. m.;: 

Mundo Quinones, c. m. 
WKAQ-TV 65,000 
Rafael Delgado Marquez, ¢. m.; 

Leslie Highley, sis. m. 


Honolulu 


Franklyn 
Wailuku 


San Juan —_ 
Segis 





In the picture 


The Carnation Co. has 
named Paul H. Willis, with 
the company 10 years, vice 
president in charge of adver- 
tising. The former assistant 
v.p. is a native Texan, gradu- 
ate of the University of 
Chicago business school, a 
business alumnus of Kraft, 


Former senior v.p. of Bryan 
Houston, Henry Schachte is 
now advertising vice president 
of Lever Bros. He will advise 
marketing divisions, head up 
three administrative groups. 
Before 1953, Schachte was ad 
director at Borden, account 
executive at Y&R and, earlier, 


at General Electric. 





serving from 1933 to 1945. 


Executive v.p. responsible 
for the New York office, Mc- 
Cann-Ericksen, is Robert E. 
Healy. After a 1929 start at 
Johns-Manville, Bob joined 
Colgate in 1934, went through 
the ranks to become advertis- 
ing v.p. He joined McCann in 
1952, also chairmans its oper- 
ations committee. 





Willson M. Tuttle, former 
Ruthrauff & Ryan v.p. (tv-am) 
now hangs his hat at Fuller & 
Smith & Ross where he'll act 
in a management capacity to 
develop tv-am use among new 
clients. Bill has also been with 
the John E. 


served as president of United 


Gibbs Co. and 


Television Programs. 








“A magic of consumption to match our miracle of production” — that’s one goal of the 
Advertising Federation of America, says Ben R. Donaldson, the newly elected chairman 
of the board. Titled director of institutional advertising in his home company, the Ford 
Motor Co., Ben Donaldson started there in the mailing department about 35 years ago. He 
later edited company publications, programmed and announced for Henry Ford’s pioneer 
am outlet, wwi, before going into the advertising department. Since then, he’s gone up 
up — and up. His extra-corporative titles have included the ANA chairmanship and presi- 
dency of the Detroit Adcraft Club; currently, he’s a director of the ARF, on the AAAA-ANA 
joint committee, the U. S. Chamber of Commerce. The 62-year-old Mr. Donaldson, who 
started life on a farm in Sunfield, Mich., has woodworking as a hobby. 





Perhaps the most significant result of the Radio-Television Manufacturers Assn.’s 31st 
annual convention in Chicago was its decision to couple the board chairmanship and presi- 
dency into one function, fill it with a president selected from the industry. The choice: 
H. Leslie Hoffman, the man who built sales for Los Angeles’ Hoffman Electronics from 
$100,000 to $50 million a year, changed it from a small regional producer of radio sets 
into a national tv-am manufacturer, a leader in electronics development and production for 
both military and industrial use. The dynamic Les Hoffman is also a broadcaster (KOVR 
Stockton) and in 1949 was among the first to back college football (Pacific Coast Confer- 
ence) on video. He’s also found time to be a trustee of the Univ. of Southern California, 
director of the American Red Cross, state chairman for American Cancer Society. 





when he was 


The man who made the first commercial sale in the history of daytime ty 
with the Du Mont Network — has joined Television Bureau of Advertising as sales executive. 
And Halsey V. Barrett has other distinguished records in the broadcast-sales field: A 
graduate of Harvard Business School, he joined Wall Street’s E. A. Pierce & Co., then went 
into sales promotion for Mutual’s wor New York. Two years later, he became promotion 
manager of the nation’s largest independent, wNew New York. Mr. Barrett took wartime 
out to serve as Lt. Barrett in the Navy, became Aide to Adm. Lewis Strauss of the Army-Navy 
munitions board. After the war, the young executive signed on with CBS Television as sales 
promotion manager. He joined Du Mont as spot sales manager in 1948, later was promoted 





to the network. Mr. and Mrs. Barrett and their four youngsters live in Bronxville. 
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In the picture 


Ralph W. Hardy, 39, has resigned as NARTB vice president in charge of government 
relations in order to assume the duties of a CBS vice president in the network’s Washington 
office. Mr. Hardy is a native of Salt Lake City, was educated there at the University of Utah 
and got his start in broadcasting with radio station KsL Salt Lake City in 1937. After a 
thorough background in sales, programming and administrative work, he joined the NARTB 
in 1949 as director of the radio division, was named vice president two years ago. He has 
represented the NARTB as board member of The Advertising Council and the Association 
of Better Business Bureaus, is currently vice chairman of the U. S. National Commission for 
UNESCO. The father of five children, Hardy will succeed Earl H. Gammons as head of CBS, 
Washington, when the latter retires Sept. 1. 





The Stromberg-Carlson Co., Rochester, has started a new corporation, the Stromberg- 
Carlson Broadcasting Co. to operate its stations WHAM-tv-am-fm Rochester. And president 
of the new corporation is William Fay, heretofore (since 1945) vice president in charge of 
Stromberg-Carlson’s broadcasting division. Bill Fay is an airwaves pioneer whose association 
with the industry dates back to 1924. (The stations he heads go back two years further to a 
1922 am license issued by Herbert Hoover.) Further, Bill is respected as a civic leader 
locally, holding offices in Rochester’s three largest organizations, as well as a leader on the 
broadcasting scene nationally. For the past four years, for instance, he has served on the 
Voice of America advisory council, currently is secretary-treasurer of NBC-TV affiliates, 
fills in between meetings as an NARTB director. 





One of the industry’s most active men, Clair R. McCollough, 
president of wcGaL-Tv Lancaster, has added another honor to his 
long list, an honorary degree — Doctor of Commercial Science — 
from Pennsylvania’s Franklin and Marshall College. (The erudite 
Mr. McCollough has also graduated from Mergenthaler Technical 
School and Pennsylvania State Teachers College.) Currently chair- 
man of its Television Board, Clair has been the NARTB’s most often 
reelected director, has served almost steadily since 1938. Once cited 
as the “Ambassador of U. S. Radio,” he has, in fact, also been on 
a Federal broadcast mission to Europe. 





The vice president and general manager of kTTv Los Angeles, Richard A. Moore, has 
been elected president of the independent station. Moore’s background, before he joined 
KTTV four years ago, was largely with ABC-TV. He joined the network in a legal capacity 
in 1946 and rapidly climbed up the executive ladder. He was, for example, one of three men 
delegated to institute ABC’s five o&o tv outlets, helping to plan the network’s Chicago and 
Detroit stations, directly supervising organization of KGO-Tv San Francisco and KECA-TV 
Los Angeles. By the time he left the network, he had become manager of the latter station as 
well as director of television for ABC’s western division. A former president of Television 
Broadcasters of Southern California, Dick Moore was recently instrumental in organizing 
the Television Bureeu of Advertising and is co-chairman of the TvB board of directors. 





National sales manager is the new title at Storer Broadcasting Co. for Robert C. Wood, 
formerly midwest sales manager. While Mr. Wodd will make his headquarters in New York, 
he will also continue to direct the Chicago sales office. A 20-year veteran of the industry, 
Bob had become wor New York’s midwest manager in their Chicago sales office by the 
advent of the second world war. He quickly became a military veteran, as well, serving in the 
80th Infantry Division, winning the Bronze Star — and wounds — for “bravery in action.” 
After the war, Bob rejoined wor and was promoted to commercial program sales director 
in New York before joining Storer four years ago. His wife, Bergi, has been business 
manager of the tv-am department for Roy Durstine and, before that, a timebuyer in Chicago 
for Needham, Louis and Brorby and McCann-Erickson. 
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Washington Memo 
(Continued from page 119) 


possibly hearings on proposed rules 
and standards. 

If and when the Commission gives 
subscription tv a final okay, that still 
won't mean the resolution of the issue. 
If anything at all is certain in this com- 
plicated problem it’s litigation. If the 
Commission acts without legal clear- 
ance by Congress, its authority will be 
challenged. If it gets legislative sanc- 
tion and authorizes the service, its 
action will be attacked on other 
grounds. If the color controversy pro- 
vides a precedence, the Supreme Court 
will make the final determination. 


MULTIPLEXING POSSIBILITY. 
In view of the numerous hurdles that 


have to be cleared in reaching a deci- 
sion on subscription service, it’s ap- 
parent that the issue won’t be settled 
this year and that it may be well into 
1956 before a determination is reached. 
In the meantime, a lot of things can 
happen which may make some of the 
arguments against toll tv academic. 
One of them is multiplexing of tele- 
The Multiplex Development 
Corp. of New York, which perfected 
the system for fm, is working on it 
for television and expects to prove its 
feasibility before the year is out. 
ternational Telemeter Corp. (subsidiary 
of Paramount Pictures Corp.) of Los 
Angeles is also investigating its possi- 
bilities and is optimistic about its 
prospects. 

Of course, establishing the principle 
is a long way from practical demon- 
stration. But in this dynamic age of 


vision. 


In- 


electronics nothing seems impossible. 
Necessity being the mother of inven- 
tion, the promoters of subscription tv 
naturally will move as rapidly as pos- 
sible on the multiplex front. They have 
everything to gain and little to lose. 

If two programs can be transmitted 
simultaneously over the same tv chan- 
obviously the transmission of a 
subscription program would not inter- 
fere with the viewer’s freedom of choice 


nel, 


of sponsored broadcasts. Some lawyers 
claim the FCC could have no legal 
objection, since it has approved mullti- 
plexing of fm to subscribers. But it 
would still have the economic problems 
to consider — the effect of toll service 


on advertiser-sponsored television. 





SERVICE DIRECTORY 





CAMERA SUPPLIES 





Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TV Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


Camera CQt EQuipment 


1600 RAKQ New York City 
JUdson 6-1420 





COMMERCIAL PRODUCERS 





FREE MOVING PUPPETS 
Write or phone for details. 
GLOBAL TELEFILMS INC. 
35 West 53rd Street 
New York, N. Y. 











CIrcle 5-7991 
CONSULTANTS 
— Z. Scripps Assoc. 
Cc Itants 





1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 





FILM EQUIPMENT & PROCESSING 





* Quiet * Roll ’em 


eACTION! 


— Equipment for the movie — 
— and Television Producer — 


THE CAMERA e MART, Inc. 
1845 B’way N.Y. 23, N.Y. Circle 6-0930 








Sales-Service-Renfals 


Motion Picture and Television Equipment 
WRITE FOR CATALOG, Dept E 


NATIONAL CINE EQUIPMENT, Inc. 


209 W. 48th St., New York 36, N. Y. — Circle 6-0348 











MUSICAL COMMERCIALS 





phil davis 
musical enterprises 


“distinctive musical 
commercials” 


1650 BROADWAY ®@ N. Y. 19, N. Y. 
COlumbus 5-8148 


Brochure on request 
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Life in this television age: J. H. 
Penny, Inc., opticians on Lexington 
Avenue in New York, are now featur- 


ing new style eye glasses called 
Harlequin Spectaculars. 


* * * 


TELEVISION AGE in this life: In the 
recent Question and Answer survey 
our publication made of subscribers ac- 
tively or recently in tv management 
positions, part of one of the replies we 
received went like this: 

Q.: Company with which you are 
connected ? 

A.: 7th U. S. Army, Europe. 

Q.: Nature of business? 

A.: Defending Western Civilization. 


~ * * 


From the Wall Street Journal comes 
this “Very Junior Executive” story. 

The young couple were entertain- 
ing the boss and his wife. Everything 
went along famously until Junior 
came on the scene. 

“Daddy,” asked the youngster as he 
stared at the boss’ wife, “does she 
really wrestle on tv?” 


* * * 


None of us men on the staff wants 
to bite the hand that feeds him, but to 
a man all the males at our office take 
similar sides against tv in the follow- 
ing story, which, we admit, might be 
apocryphal. 

A night worker returning to his 
wife and home one morning, hungry 
for his usual dinner, found eggs, flour, 
bread and other food stuff spread out 
on a table placed in front of the tv set. 
And a note which said: “The recipe 
for your dinner will be demonstrated 
on channel 4 at 10 o’clock.” 


* * * 


The Christian Science Monitor re- 
ports an interview one of its reporters 
in London had over the phone with a 
Mrs. Hutchings of West Sussex, owner 
of the egg-laying champ hen, Tripli- 
cate (so-called because she laid three 
eggs in one day). The talk took place 
after Mrs. Hutchings had brought her 
prize chicken to the big city to appear 
on BBC television. 








THE LIGHTER SIDE 


When asked whether Triplicate was 
bothered in any way by her tv experi 
ence, Mrs. H. said. “We were afraid 
all those lights and things might have 
interrupted her laying.” 

“Did they?” the reporter asked. 

“No ... the first egg she laid after 
being on television turned out to be 
the largest I’ve ever seen in the egg 
business.” 

“Lady,” was the C. S. M. repre- 
sentative’s hard-boiled reply, “you 
should see some of the eggs that have 
been laid in the television business.” 








Then there’s the story that comes to 
us via The Pestage Stamp, the sprightly 
publication of the Globe Mail Agency. 

Walt Disney received this note from 
a junior-sized fan: “I watch you on tele- 
vision every week. Please send me a 
picture of yourself and the other ani- 


mals.” 
* * = 


A fare tale: A female tv writer we 
know entered a New York cab just as 
another female was getting out and 
heard the exiting girl say to the driver, 
“Does it look all right now?” The 
driver with hardly a glance grunted, 
“Yeah.” Our friend settled herself in 
the taxi then addressed the cabbie. 
“You must feel excited about having 
had Marilyn Monroe as a fare?” Both 
car and driver screeched, “Was that 
HER?” Our friend allowed it was MM 
herself and then, noticing a look of un- 
common panic on the man’s face, asked. 
“Didn’t you know who she was?” 





“I sure didn’t and that’s putting it 
mild,” he said. “Why, when she got in, 
I took a look at her through my rear- 
view mirror, and you know what I said 
to her? I said, ‘I don’t know where 
you're going, girlie, but before you get 
there, for Pete’s sake, comb your hair.’ 
And,” he added, his look swelling to 


colossal amazement, “she did!” 


* * * 


Executive suite-talk: Our roving op- 
erative overheard the following bit 
while walking on Madison Avenue: 

“That’s one good thing about my 
secretary. She’s always willing.” 


* * * 


And while on the subject of Madi- 
son Avenue, we shun modesty in the 
cause of posterity and report that 
Anthony Saris’ June cover drawing of 
Compton Advertising’s head man, Bar- 
ton A. Cummings, received more than 
the usual share of kudos and huzzahs. 
We suspect the reason was because it 
was done, appropriately, in charcoal 
gray. 


* * * 


In Camera was deluged by answers 
to our Somebody-Goofed poser last 
month. Replies poured in claiming the 
prize—a polished red apple—for spot- 
ting the error in the hand-lettered sign 
reading “Teacher's Meeting Today,” 
that showed up on the screen of a 
Robert Montgomery show called The 
Tall, Dark Man. Jt should have read, 
as so many pointed out by letter (0), 
wire (0) and phone (2), “Teachers’ 
Meeting Today.” The two (2) sharp- 
eyed phoning winners were Dick Jack- 
son of WOR-TV’s publicity department 
and Konstantin Kalser, president of 
Marathon Tv Newsreel. 


Now, for this month, we will offer 
a juicy, ripe plum to the spotter of a 
mistake made in a recent Pond’s Thea- 
tre show called Life and Taxes. Jn the 
play, the hero presented a document 
which stated, freely translated, that his 
family was awarded perpetual sover- 
eignty over a piece of land in 1781 by 
an act of the U. S. Congress. 


Wherein and whereas is the goof? 


act 
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KMBC-TV is proud to announce its 
new television affiliation (effective 
September 28) with America’s most 
dynamic and fastest-growing television¥ 
network, the American Broadcasting 
Company. With this swing, KMBC-TV 
makes a significant, forward-looking 
change. Television is the medium of to- 
day and the future, and we are planning, 
building and doing things for the future 
— along with ABC-TV. 


Maybe Davy Crockett did it, single- 
handed. When there is a nationwide Davy 
Crockett craze — stemming from one won- 
derful program on one network, it’s reason 
to stop and think about that network. 


Walt Disney and his fabulous Disneyland 
show have meant a great deal to ABC-TV, 
and to television generally. With the up- 
coming Walt Disney Mickey Mouse Club, 

a full-hour of excitement every weekday, we 
can all look forward to more TV miracles. 
Surprised? We’re not, for Walt Disney is a 
product of Kansas City and its schools. 
Naturally we’re proud of Mr. Disney — 
and loyal, too! 


And we Kansas Citians like fights. As you 
know, the famous Wednesday Night Fights 
are now on ABC-TV. 


We are also men of peace and contemplation 
...SO we are justly pleased that Bishop Sheen 
will be on ABC-TV and KMBC-TV this fall. 


There is more, much more: Wyatt Earp, the first 
adult western on television. Warner Brothers 
Presents, a full-hour each week of new Warner- 
produced television, each program built around 

their highly successful motion picture properties, 
such as “Casablanca,” “Cheyenne” and “King’s Row.” 


With our 1079-foot KMBC-TV tower (tallest in 

this area) and 316,000 watts of power on Channel 

9, we know that families on the perimeter of the 
Kansas City market (as well as our closer neigh- 
bors) will be seeing the fine new programs, and 
many of their old favorites, on ABC-TV. Network 
programming available on a dependable service basis 
only from the KMBC-TYV tall-tower transmitter. 


Then, there’s the matter of time for more local pro- 
gramming. KMBC-TY leads in every local category: 
highest-rated locally produced women’s show... 
highest-rated locally produced weekday kid shows... 
highest-rated locally produced news-weather-sports 
shows ... highest-rated late movie. To these we want to 
add other fine local features for which plans have 
long been in the making. 


So it’s off with the old and on with the new, at 
KMBC-TV—as The Swing to ABC continues and our 
station identification in late September will proudly 
announce to viewers: “This is Channel 9, Kansas City, 


affiliated with the American Broadcasting Company.” 


KMBC-TV 


Kansas City’s Most Powerful TV Station 





\ 





¥ 5 ea 
— 


anders oa a tee oe A es 

















. } na . . 4 =f 5 
t ‘ ‘ : k {i : Ae Ae: ' 
. 5 ° . a i « { t se, ; 7 
é G : 
. 2 s : 
: val , £ 4 
- ; ae . r ; ates ~ 
. : ” ‘ Pm =) ee 2 : 
$ er 
ie i 
t : ig : 
. . . 
SP accepting — i ae . “+ J 
: idle iht hat : wan pee 
: bart A algal pee pe : 3 xy y 








